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ELECTRICAL MERCHANDISE 


Here’s a Sales Ser- 
vice that along with 
Buckeye MAZDA 
Quality Makes 
Profitable Lamp 
Business For You 














Buckeye Engineers 
Have Made a Special 
Study of Illumina- 
tion Involving the 
New High Efficien- 
cy MAZDA Lamps 


October, 1914 





A Buckeye Mazda lamp lying on your shelves, a con- 


sumer'’s empty socket—neither is a source of profit to you. 


Bring the two together and you make money. Buckeye Ser- 
vice enables you, with a minimum of effort, to do this. That's 
its purpose. It brings tangible results. You realize this fact 
when you use it in connection with your window display, your 
newspaper and your direct-by-mail advertising. The co-oper- 
ation of our Engineers in planning difficult lighting installa- 
tions for you is but another phase of Buckeye Service. You 
see it from still a different angle when our experienced adver- 
tising men outline selling campaigns for you. 


As a distributor of Buckeye MAZDA lamps you are en- 
titled to every feature of this free service. Let us explain it to 
you in greater detail. Address 


Che Gurkeye Electric Division 
National Lamp Works of General Electric Co. 


CLEVELAND BOSTON PITTSBURGH 
H. E. WELLS, AGENT. DALLAS, TEXAS 


ty for Electrical Development—“DO IT ELECTRICALLY” 
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“Electric Service” “Push-Button Comfort” 


Central Station Bulletins A new Booklet, Proving 
for Monthly Distribution to the House-wife that 
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Prices same as our “Dirt-less Workman”’ wiring booklet. 
A TALE OF STIMULATION IN 


TS Send for samples to be filed with your purchasing 


By Earl E..Whitehorne and advertising departments. 


The Story of a General Sales Campaign that 
Turned Eleven Managers into Commerical 
Enthusiasts. 
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Some Interesting Data on a Recent Wiring 
Campaign in Chattanooga With Full Cost of 


Wiring Schedules. The In Your 





RETAILING ELECTRIC WASHERS BY L) 1 vt- / OSs House-wiring 


eee ce Sy, B® 


eae 13 Fred H. Scheel YW orkm a Nn C am paign Use 


Recent Campaign in Joliet, 


Illinois, in which $18,000 Worth was Sold. e B k] 
:, This Booklet-- 


CAMPAIGNING WITHACABINET . 261 . Ax 
By F.C. Pullen \\\\\ a It does the explaining 


A Novel Selling Plan that was Introduced in 


andarguing before your 
East St. Louis and Successfully. 


salesman calls. It wins 
the contract. Over 
100,000 copies have 
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IDEAS AND NEWS. 
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A Tale of Stimulation In Disguise 


And How One Man By Absent Treatment Turned Eleven Managers 


Into Commercial Enthusiasts 


By Eart E. Wuirrxorne 


[If you were the head of a holding company, with a string of properties that never had been systematically commercialized, what would you do? How would 


you set about to educate them in the selling game? 


Ten chances to one, you’d do what always has been dene by other people. 


You would hire a bunch of promoted central station salesmen, dub them with 


titles and set them down to serve two masters, the Big Boss at headquarters who sent them and the Local Boss who is probably not interested in the selling game. 
This story tells about the first experiment, we know of, where on any man-size scale, the problem was attacked from t’other side, to first convert the 


local manager himself, and make him High Chief Booster at the start. 


interested in; and so they set about to interest the men they had, in this thing that they wanted to promote. 


it by induction. And it worked. 


They found a stranger, with no past to count against him, and they took him in. 


They took the stand that the old saw was right, that any man is good at what he’s 
But they didn’t try te do it by buck force. They did 


They told him he must start from nowhere and accomplish the impossible. 


And he did. He went to work to play the little helping hand and throw the spotlight surreptitiously upon the human interest features in the selling game. 
And step by step it happened. Attention, interest, enthusiasm and achievement followed one behind the next, and proved that, after all, there is no game in 
all the world for any man that lures as strong as simple selling goods. 


Read this story for the good experience that’s in it, and you'll see its application to yourself.—Editor. | 


> ERE is a story that in many 

Be: ways is a bit unusual. It 
is, first of all, about a 
young man who is unwill- 
ing to be “written up,” and 
who wont loan us_ his 
picture. It is, second, about 
the influence of this man 
in awakening the latent commercial in- 
istincts in a band of local managers whom 
it would be quite unfair to feature as the 
victims of his conquest—for they were not. 
It tells a story of how a group of operating 
managers have become so keenly eager in 
the selling game, that they have recently 
conducted a ten weeks’ campaign that sold 
5,408 appliances among but 19,000 con- 
sumers, an appliance to every 3.5 customers 
on circuit, and increased the profit on mer- 
chandise sales for a six months’ period of 202 
per cent compared with the corresponding 
period of the previous year. 

The situation was unique. The officials 
of the parent holding company in New York 
felt that more effort should be exerted from 
the local properties to awaken public interest 
and develop the promising market for the 
household uses of electricity. The local 
managers in the past, though eminently 
successful in the development of power 
business had been able to devote but little 
time to general selling activities. The 
efficient operation of their plants was the 
most pressing obligation. Only three of the 
companies at the time employed any sales- 
men, and the size of the cities in which these 
properties operated did not justify the 
establishment of a special trained commer- 
cial staff. Also, the geographical situation of 
these companies made it impracticable for 
a general sales staff to operate from the New 
York office. So the officials of the parent 
company sought for a way to aid these 





successful operating men to become no less 
efficient and productive in the selling end. 
They saw that much commercial good could 
be accomplished if these local managers 
could be influenced to share in this new point 
of view, and they engaged the services of a 
newspaper man to create this influence from 
the home office. 

This change of attitude expressed no 
criticism of the local managers at any point. 
They were all successful operating men and 
that is what they had been hired for. The 
new plan was to so awaken interest among 
them in the selling opportunity, that a 
purely voluntary conversion and support 
would follow. And so in February, 1913, 
H. W. Alexander was instructed to turn over 
to other hands, the work he had been doing, 
and sit down in a little front room in this 
office of the Federal Light and Traction 
Company, in New York, and go to work to 
turn the trick by the gentle art of suggestion. 

Alexander asked for no authority and 
received none, except a liberal permission to 
pass out the good advice and make friends 
for the movement. And he set to work 
with these four points set clearly in his mind: 

First, that each one of the managers of 
the Federal properties is boss in his own 
town. 

Second, that each local manager is a good 
man who has won a good job by good work, 
and is entitled to all credit for it. 

Third, that the fact that many of them 
had .been backward in commercial matters 
had been induced and compelled only by 
their zeal and application in the operating 
of their companies. 

Fourth, that they were good fellows who 
could be counted upon to back any game 
that would promote the interest of their 
properties. 


Alexander recognized that if he could 
secure their attention and awaken their 
earnest interest in the commercial oppor- 
tunity, the selling enthusiasm would follow 
automatically. 

Too many people are prone to criticise the 
manager of a property because his mind is 
immersed in operating details, and because 
he takes no interest and shows no skill for 
commercial matters. They call him a 
“dead one.”” But did it ever occur to you 
that many of these same men, if their 
attention should be attracted to the selling 
game and held until their interest and en- 
thusiasm grew, would make as able selling 
men as any other? 

It was Alexander’s theory that the ma- 
jority of these managers, whom he was 
called upon to stimulate, would need no 
stimulation once their active interest was 
secured. He believed that the selling game 
would prove so engrossing to them in its 
constantly changing aspects, its ever bud- 
ding opportunities and its never failing 
rewards, that they would soon find their 
greatest interest and encouragement right 
there in the commercial field, before so 
largely overlooked. 

So Alexander set to work to utilize the 
U.S. Mail, and build a bond between him- 
self and every manager. Few of these 
managers he knew personally, though, of 
course, he had some knowledge of the per- 
sonality of the men he wished to influence. 
But in most part, it was a cold game of 
writing letters on an unpopular subject, to 
men whose time was already filled full, every 
hour, with other Company work, heretofore 
deemed more essential and important. 

These properties of the Federal Light and 
Traction-Company serve & population of 
185,000 in cities scattered through Missouri, 
Oklahoma, Arizona, New Mexico, Wyoming 





248 


Colorado and Washington. 


and their hustling managers are as follows: 


Albuquerque (New Mexico) Gas Electric 


Light and Power Company, A. F. Van- 
Deinse, Manager. 

Grays Harbor Railway & Light Company, 
Aberdeen, Washington, P. A. Bertrand, 
General Manager. 

Hobart (Okla.) 
Means, Manager. 

Las Vegas (New Mexico) Light and Power 
Company, W. P. Southard, Manager. 

Rawlins (Wyo.) Electrical Light and Fuel 
Company, J. H. Jacobucci, Manager. 

Sheridan (Wyo.) County Electric Com- 
pany, Judson Bibb, Manager. 

Springfield (Mo.) Gas and Electric Com- 
pany, C. H. Guckel, General Manager. 

Trinidad (Colo.) Electric Transmission 
Railway and Gas Company, F. P. Wood, 
General Manager. 

Tucson (Ariz.) Gas Electric Light and 
Power Company, F. E. Russell, Manager. 

Deming (New Mexico) Ice & Electric 
Company, J. A. Shepard, Manager. 

Hot Springs (Ark.) Citizens Electric Com- 
pany, S. E. Dillon, General Manager. 

In all, about 19,000 customers are served 
these being figures as of August, 1914. 

The problem of sitting calmly in New 
York without a single trip to any property 
and suggesting to these men what to do to 
increase business in their respective towns, 
was aggravated much by the difference in 
character of the cities served. From Tuc- 
son, down by the Mexican Border, to Trini- 
dad up in the Rockies, there is a great big 
difference in conditions and customs that 
come from the altitude no less than from the 
latitude. The market situation in Aber- 
deen, Washington, has little for comparison 
with that of Hot Springs in the South. This 
offered complications to any system of mail 
or general sales campaign, particularly, as 
it takes two weeks to write and get an 
answer back to New York from the farthest 
property. 

Alexander from the outset undertook to 
render a service of assistance to the local 
managers. He began by bringing to their 
notice every bit of news and information 
that he believed would be of interest. He 
searched every source, from local news- 
papers to the trades press, and the popular 
magazines. To this end he took subscrip- 
tions to every newspaper published in the 
cities and suburban communities served 
from Federal properties. And immediately 
there were no less than 42 daily papers de- 
livered into his office every morning. And 
he set himself the task of reviewing every 
one of them each day. 

He knew that there was much material 
to be gleaned, and that he would find many 
sales suggestions in these newspapers that 
in the past had been eluding the local men 
because their interest lay along the other 
lines, and their eyes were not so eager in the 
search. 

So he brought his newspaper experience 
to bear and read the local papers, combed 
the magazines and studied up in every 
possible way, conditions in the cities served 
that might give opportunity for business 
building. He began to check the local com- 
pany’s advertisements, and drop the mana- 
gers a word of good advice about the bad 
effect of typographical errors in_ their dis- 
plays, the value of good location in the 
paper, the way to choose effective type and 
cuts. He wrote the editors about it too and 
worked for better cooperation locally. He 
notified the company managers that he was 
on the job to be of service, and. began the 
writing of a weekly letter to each manager, 
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} General Manager 5 KE. Dislon is pa 
NTULITIES COMPANY ticularly enthusiastic about the “court 


esy cards”, and he hes imparted = the 
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ISSUED TEER = , pene: =f 


At 


and friendly relations betwé 
\! e public and the company wWili wor! 
i7S ENDEAVOR TO BRING “ABOUT to our, matual bencfit. Our succes 
4 CLOSER SPIRIT OF CO-OPE%- | ineans “the growth of tH city. Ourdta 
ATION AND UNITY ;interests are as one. We should all 


eee \' ork to boost Hot Springs, we have |h 


APPEAL 10 Tht PUBLIC \: 


a wonderful country to live in, alin 
reat cits to boost, and it is only}t 
by our plugging together, one for all,jtc 
all for one, that we will make the city jth 

Tre New Company Seeks to Broaden, 


{hat it is destined to be. Our com. th 
its Po.icy of Courtesy to the Pub- 


 seacege s want to do their share. Upon» | 
pan ° 

Se ane the successful qperation of our com- i" 
Sapa leas depends the business, amuse-*a 


The Public is Entitled to Courteous 
Treatment “%.° Best Possible Service 


Courtesy ws the most valuable asset that an employe of this Company can possess. 
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The item told of the new attitude 
public utilities, in general, toward the gre} 
modern business asset—courtesy. It lead 
to the publication of a number of |ocs| 
editorials and many articles that broueht 
publicity of the best kind for the local prop- 
erty. Every single paper printed some- 
thing. One of these articles is reproduced 
on this page. The managers were more 
than pleased with this cooperation from the 
New York office. Every one of them |ye- 
lieved most thoroughly in the policy of 
courteous attention to the public, but most 
of them had taken the 
matter largely for grant- 
ed, not realizing “pa , 
could be featured ; 
helpful bit of Souler 
policy that wins the most 
helpful kind of advertis- 


tlesaness of an employe who may fail to remember that any act of his ing. 


the though 
which develops i feeling reacts upon the Company and upon his fellow employes. 
TO_THE PUBLIC 
Fheane do wo Gn faver of ediating cur flan 00 the gomger piace 


TO OUR EMPLOYES 


Courtesy w the outward expresson of breeding and charecter 
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Seeking to broaden its policy of{ment, social. educational, and eveo 
courtesy to the public’, the manage-|religious life of our comuuuity | 
ment of the Hot Springs Public Util “We want the aid of the public. It 
ities Companies yesterday placed fujis our desire te bring about the bigh-; 
its cars, windows offices, show jest efficiency of our service We) 
roms, employees’ club rooms, car}meun to show by our attitude, by} 
ans, and power house, “courtesy | courtesy, by thoughtfulness and | 

rds”, for the advice of the employes|our progressiveness that we are 1 
and the edification of the public terested in Hot Springs, that we kos | 
With “the public {s entitled to|*¥° have a real city and that we aie/ 
courteous treatment and the dest,20Und to grow We want to brine hu 
»ssible service” as its slogan, these |man interest into the work. We a 
erests leaped with one bound into |Pe@l to the public to aid us. We cat 
es improve and it is the aim of cach, 
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tac front ranks of the public utility } 
a 1 emuleve uu 20 
ompanies of the country seeking to | individual employe of our compan | 


being about a closer spirit of cooper. |"° ™#ke Bis company the prople 


avion between the corporations servins company with the cooperation of tie 
wblic and the seople pati 
This article appeared in one of the Hot Springs news- 
papers. Could anything show better feeling on the 
part of the press? 


a booster letter, a letter so tobasco in its 
flavor that it served its purpose from the 
start to win attention. And results began 
to come. 

For instance—just a _ typical case—he 
noticed one day in a local paper that the 
school board in a meeting, had discussed 
the installation of a domestic science depart- 
ment to be ready for the coming term. He 
wrote the company manager, enclosing the 
clipping and asking how successful he had 
been in his efforts to land the business. 
The manager replied that he had heard about 
it and intended to take action but in the 
press of detail in the office, had quite for- 
gotten it and nothing had been done. - 
when the letter came from Alexander, 
brought it once more to his mind and he 
arranged a meeting with the Board of Educa- 
tion, and sold them several electric ranges, 
and a score of other current consuming de- 
vices, all of which went on the company’s 
lines. Numerous other incidents of similar 
nature occurred to demonstrate that helpful 
service could be done through such coopera- 
tion. The word was passed around to all 
the managers, in sales-letters that followed 
on, and soon four such domestic science 
installations were turning meters on the 
lines of Federal properties. One was in a 
university. 

Shortly after the campaign started, Alex- 
ander printed in New York a “Courtesy 
Card,” alarge card framed for hanging on the 
wall, which he sent out to every manager for 
exhibition in his office. At the same time, 
to every newspaper on the list, went a eopy 
of the card, and a little human interest 
article written by Alexander, in true news- 
paper style. Three such stories were 
written, in fact, so no two local papers re- 


ceived the same. 


= we caeas cok anh addliai aie al 
no revenue & No individual or corporanan can always be perfect We invite ur 
Pas io nota feaie Countian and the conduct of each adivdual Sorel so cadeiee n tieeg on ante 

employ 2 demonstrate 


GAS COMPANY 


After the courtesy card, 
came another wall dec- 
oration from Alexander, 
a Ci ard that re: ad simply 

SERVICE — That's 
Ww hat C ou nts. ” This 
warmed the heart of the 
engineer. Again the local 
companies were provided with a broadside 
diagram of “Why the Bills Grow Fat and 
Thin.” And early i in August, 1913, he began 
to send to all the companies, suggestions for 
their newspaper advertisements. This met 
immediate favor. In everything that he did, 
he took the attitude that the manager was 
too busy to be bothered, and to insure the 
carrying out of his plans no detail was left 
incomplete. The “Courtesy Cards” were 
delivered ready framed, with staples in the 
back and wire for the hanging. The news- 
paper copy was set into type in New York 
and printed on big proof sheets that showed 
the exact size of the space recommended 
and full instructions to the printer. This 
arrived at the desk of the local manager with 
the necessary electrotypes for illustration, 
and not a thing was left to be done except 
to have the newspaper send its boy. 

And the result of it all was, that before the 
local men realized it, Alex: ander had begun 
to render a very welcomed service that was 





Moving picture slides were furnished to the Feder 

properties from New York. These two were mos! 

effective for the “‘movie’” man set the clock correct!) 
each time before he threw it on the screen. 
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Washingtonian, April 26: 


The source of the fire was dis- 
covered yesterday afterncon when the 
fire place was demolished. The 
bricks had been laid next to the wood- 
work without an air space and the 
fire started at the bottom and work- 
ed its way up to the second story of 
the building between the two pieces 
of studding. 











This is but another example of the cause of a fire be- 
ing laid to electric wiring when the rea] cause was not 
evident. 

The truth is, electric wiring property installed, will 
prevent many fires caused by other forms of fllumina- 
tion. 

Proper installation by reliable wiremen is a part of 
every wiring contract accepted by us. 





The Electric 
Service & Supply 
Company 


Grays Harbor 
Railway & Light 
Company 

| Electric Building Phone 100 | 














‘*El Glostovo’’ Half price—May 11th to 16th 





This ad shows the way unjust news comment was 
counteracted. 


appreciated more and more. At the same 
time, in the New York office, clippings from 
the daily papers of the distant cities, were 
being passed around among all hands, to get 
them interested more personally with the 
properties, and better posted as to what was 
going on. It spread the family feeling 
thicker. 

To carry the work a step farther, about 
this time, Alexander started to get in touch 
with the local newspapers and boards of trade 
direct, and to establish a friendly relation- 
ship through the same kind of activity that 
was already winning with the managers. 
As he read his newspapers, day by day, he 
noted every item which referred to the local 
companies direct, or to anything that in- 
fluenced their good interest. He made a 
practice of writing to the editors, thanking 
them for the helpful stuff, and gently chiding 
them when something appeared that seemed 
antagonistic. If an item was published in a 
local paper that said, “Fire was probably 
caused by crossed electric wires,” Alexander 
wrote the local manager about it to the end 
that an investigation was made and if the 
paper did not care to retract the statement, 
Alexander prepared a display ad for that 
company and sent if out for insertion at the 
regular rates. 

Whenever he ran across any item of in- 
terest to these local papers, he slipped it to 
them. For instance, in one of the Southern 
cities, a new mayor was elected, and in the 
write-ups that appeared in the papers from 
that town, Alexander noted that the man 
came from one of his Western cities. So he 
cut the story out and sent it to his other 
friends, the editors of the home town papers. 
It was good news for them. They ran a 
first page story telling how a former citizen 
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was winning honor in a far country. Week 
after week such opportunities presented 
themselves and were utilized, and the 
friendly contact grew. 

As a result of a similar correspondence 
with the boards of trade in several of the 
Federal cities, Alexander prepared special 
designs displaying the slogan of the city- 
in combination sometimes, with a bird’s eye 
photograph—and had cuts made and used 
the slogan on the company’s stationery. He 
offered electrotypes of these cuts to the 
boards of trade and to the hotels to help them 
boost the town. As a further step, news- 
paper display ads were switched, and an ad 
was run in Springfield papers boosting Hot 
Springs, Arkansas, as “The World’s Garden of 
Health,” while in the Hot Springs papers, 
Springfield was advertised as an industrial 
centre of opportunity. This was done in 
several cases and the fact was noted editori- 
ially with appreciation in both cities, and on 
all sides there was recognition and expressed 
approval of the liberal policy of cooperation 
under which the local utilities were operated. 

These were all preliminary steps deliber- 
ately planned by Alexander to secure the 
attention of the manager of the local prop- 
erties, to awaken their interest and gradu- 
ally induce enthusiasm that would make 
them voluntarily eager for a wider commer- 
cial activity and better results in market 
development. All the time, week after week, 
sales letters were going out on every possible 
subject that would be of interest. They 
ranged all the way from a one page letter 
calling the manager’s attention to some in- 
teresting article which had appeared in the 
electrical press and might have escaped his 
eye, to a six page letter telling him the news 
from other properties and boosting for more 
selling effort. 

Alexander writes these letters in a style 
that is all his own. If I reproduced one of 
them here, the chances are that you would 
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insist that they are long, too long. But 
they are chock-full of “pep’’ and “ginger” 
and so charged with fresh enthusiasm that 
they carry. But even so, perhaps the 
letters by themselves would never have been 
a bit of good, without the strong foundation 
of friendly service, of the proven interest 
and capability that had been established. 
These letters served to build up personality 
and sound a call with ever swelling strength, 
that soon was heard by every man, until 
before they knew it, the shout that had been 
raised by Alexander from New York had 
grown into a chorus in which every Federal 
manager had joined. 

Then followed action. 

As had been hoped for from the start, the 
immediate result of Alexander's efforts to 
spread the news of commercial matters 
among the companies, was the gradual 
development of a competitive spirit among 
the Federal managers. The manager in Hot 
Springs didn’t like the idea of any other Fed- 
eral property reporting better meter gains 
than he did. The manager in Tucson saw no 
reason why he could not sell as many flat 
irons as the next one. And slowly but 
surely, the human interest features in the 
selling game, began to make impression and 
appeal for action, and the stage was set. 

Before long there began to be consistent 
evidences of individual independent com- 
mercial activity on the part of these same 
managers themselves. Some of the com- 
panies instituted regular weekly or monthly 
“Sales Days,” Trinidad being the first 
Federal town where this plan was tried. 
The first sales day drew 385 people in a 
city of 12,000, at a time when a big coal 
strike was on. Many appliances were sold. 
This Company now has regular ‘Friday 
Sales Day” and offers a reduction in the price 
of some special appliances each time. Re- 
freshments are served and the affair is really 
a “come and meet your friends” party in- 


FOLLOW COPY AND STYLE AS MUCH AS POSSIBLE (8) 


LIGHT is PROTECTION 


SNEAKING, CREEPING, 
ALONG THE BACKYARD 
FENCE SLINKS A THIEF IN 
THE NIGHT!!! 

He leaps over the fence, and 
crouching low runs swiftly across 
the yard to the back porch. Try- 
ing the back windows he finds 
them securely locked!" 

Around to the side windows 
he goes, hoping to find an en- 

trance to the 

a am 

ed he creeps 

around to the 
front porch. 

PERHAPS 

THIS PART OF 

THE STREET 

1S DIMLY 

LIGHTED. He 

feels safer. Pos- 

sibly he 

thinks the 

house is 

unprotect- 

ed. He is 

more bold. 


Quietly trying the front win- 
dows he finds them LOCKED!!! 

Hurriedly he reaches for his 
“jimmy”. The street is still as a 
tomb. AND DIMLY LIGHTED" 
But quiet as his work is he is 
heard by some one, possibly a 
woman. 

“‘Who’s there?’’ 

THE ELECTRIC LIGHTS 
ARE TURNED ON IN THE 
HOUSE, SHE SNAPS A 
SWITCH AT THE TOP OF 
THE STAIRS THROWING THE 
FRONT PORCH LIGHT, 
MAKING ALL AS BRILLIANT 
AS HIGH NOON!!! 





There is a scurrying of reet, 


burglar tools are dropped in the 
flight for no midnight thief can 
stand the searching rays of THE 
ELECTRIC LIGHT-—NO 
MATTER IF ONLY A DE- 
FENSELESS WOMAN IS 
WITHIN. 

LIGHT IS THE GREATEST 
PROTECTOR KNOWN THIS 
SPECIALLY APPLIES TO 
ELECTRIC LIGHT. 

And the reason is very simple. 
The criminal realizes that anyone 

who gets a good look at 
him under the BRILLIANT 








MAZDAELECTRIC LIGHT will 
be able to give a description to 
the dreaded police. If he is an 
old offender he knows that his 
picture is in the “rogues gallery” 
records and that sooner or later 
he will probably be caught. 

And that is why a former 
well known police commissioner 
of a great city once said “A Light 
is as good as a Policeman”. 
Possibly this is an exaggeration, 
but electric light is a policeman’s 
best friend. 

The night prowler fears 
identification. He fears capture 
and that is why an electric light 
is better protection than a revolv- 
er in the hand of a novice. 

IS YOUR HOUSE WIRED 
FOR ELECTRICITY? 

IF IT ISN'T YOU HAD 
BETTER TAKE OUT YOUR 
BURGLARY INSURANCE 
NOW. PROTECT YOUR 
HOME!!! INSTALL FRONT & 
REAR PORCH LIGHTS. 

If your house is wired for 
electricity burn your front and 
rear porch lights every night. 
The cost is very reasonable—so 
inexpensive in fact that you will 
hardly notice it and it is protec- 
tion to your wife and children. 





LET AN ELECTRIC LIGHT BE YOUR NIGHT WATCHMAN 





One of the advertisements written by Mr. Alexander in the early stages of his campaign 


human interest article in paid space. 


It is in effect a 
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stead of a sale, though many devices are sold 
each week. 

In Las Vegas the Company began to turn 
its sales rooms over to the ladies of the 
churches and the women’s clubs for baking 





the big Hotpoint Day sale. Do you want to 
come along and show that you can lead the 
bunch?” And out of the eleven properties, 


ten came through at once and the first ex- 
periment was on. 





This window gained much publicity through a mock protest from the Laundry Union that the girl was 


working more than eight hours. 


and cooking contests. Much good adver- 
tising resulted and many appliance sales 
were made. 

The Sheridan County Electric Company 
started holding guessing contests, pop-corn 
parties for the children, and the like and 
running a series of exceedingly effective 
window displays. 

In Aberdeen, commissions were offered to 
employees for the sale of appliances. The 
household applications of electricity were 
extensively advertised, and a big jump in 
sales resulted. 

In all cities very close cooperation was 
developed between the electric company and 
the commercial bodies. 

Every time a bit of sales activity was 
reported from the property, Alexander told 
the news in his next sales letter to all the 
managers, and in a surprisingly short time, 
a spirit of commercial inter-competition 
began to manifest itself in the letters from 
all points. 

By May(still 1913) it looked as though the 
time had come to “cash in” and the widely 
advertised “Hotpoint Day” seemed to offer 
the opportunity; but there was no plea from 
Alexander that the managers take up the 
Hotpoint line and feature Hotpoint day. 
He simply wrote a letter to every man and 
said, “The Federal properties are going in for 


It ‘happened in Sheridan, Wyo. 


Understand, up to this time there had 
been no commercial organization among the 
Federal properties. There were about three 
salesmen throughout the group, therefore, 
in most cases, it meant that the manager 
himself was to be the man to do the work, 
and the managers were operating men and 
didn’t know exactly how to go about it. 

Alexander lined up the whole campaign 
and left no detail to be cared for locally. He 
provided booklets properly imprinted. He 
prepared all newspaper advertisements. 
He set them up complete in every detail so 
that it was only necessary for the manager 
to call the boy. The space was suggested. 
The position in the paper recommended. 
Special suggestions for Hotpoint window 
displays were planned for each company. 
Everything was scheduled to arrive on time, 
and as soon as the campaign matter was in 
the hands of the managers, a series of booster 
letters from the New York office began, some 
several weeks before the Hotpoint day, and 
twice a week until the sale was done, came 
his reminders and suggestions always with 
news of what the other properties were plan- 
ning to pull off. And when Hotpoint day 
arrived, 547 appliances were sold, or 3.66 
appliances per 100 customers. 

When the returns came in, a complete re- 
port was sent at once to every company, and 





A sample of the window displays that became a feature with all Federal companies. 
Trinidad, Col. 


This one appeared in 
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showed exactly what each property had done 
and what had been accomplished. Other 
figures were secured to show the Federal] 
men what other central stations outside of 
the Federal organization had achieved. x 
a whole, the managers were much pleased 
with the campaign. It was a new stunt 
with them and it looked interesting. Some 
of them stood low on the list and felt badly 
about it, but on the whole, everybody was 
attentive. It was a new game that offered 
food for thought. Things were moving 
along. 

Another Federal campaign came off at 
Christmas time. This was a general sale 


HOT POINT STUFF 
IS GOING 
FAST 


W. P. SOUTHARD THINKS LAS 
VEGAS WILL BREAK ALL THE 
RECORDS 





With the last day of the big Hot 
Point week sale closing tomorrow’ 
night, W. P. Southard, manager of the 
Las Vegas Light and Power company, 
is of the opinion that the local branch 
of the Federal Light and Power com- 
pany has disposed of more electrical 
apparatus during this week per 100 
inhabitants than any other office own- 
ed by that corporation.. 

to this noon orders for the dif- 
Hot .Point articles were still 
despite the. disagree- 

amorrow, the closing 

Southard believes 











Clipping from one of the many articles printed by the 
local newspapers. It shows how keen for news the 
managers were and how interested the editors had grown. 


which lasted 24 days and sold 1,327 appli- 
ances, or 7.25 per 100 customers. There 
were no additional salesmen on the job. 
The managers were still turning the trick 
personally, and keen interest and enthusi- 
asm was shown. Again the cards had been 
laid by Alexander. Advertisements were 
furnished, window displays suggested, fea- 
ture articles written for the newspapers, 
booklets provided for distribution and a 
series of booster sales letters carried right 
through the campaign. Another series of 
reports followed after the Christmas cam- 
paign and told how each man stood in the 
inter-company competition, and the com- 
mercial quickening of the Federal group. 

From then on until the “Hotpoint Week” 
in May, 1914, there was almost uninter- 
rupted selling activity in every plant. Each 
company planned and conducted its own 
independent sales, many of them suggested 
from New York and many devised by the 
local manager, because of his continued 
eagerness to stand out as a banner selling 
man. 

Finally last May, there came the Hot- 
point Week campaign, featured so promi- 
nently all over the country with national 
and local advertising and special price offers 
on popular goods. In March, two months 
before, Alexander sent a “whoop it up”’ let- 
ter to all hands and said, “The Hotpoint 
Special is getting up steam, are you going to 
get aboard?” The man from Las Vegas 
said, “When the Hotpoint Special comes 
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through you'll find me on the cow catcher.” 
The Hot Springs man said, “I am going to 
heat them all to it.” The man in Sheridan 
came back and said, ““Tell our friend in Las 
Vegas I am certain I am going to win.” 
‘he man in Tucson said, “I won last year and 

| can again.” And that spirit carried every 
property from start to finish. 

Again all details were prepared by Alex- 
ander in New York, just as he had done be- 
fore. In addition he secured from the 
Curtis Publishing Company exact figures 
covering the number of copies of the Satur- 
day Evening Post and the Ladies Home 
Journal that were sold, each issue, in the 
Federal towns. He provided each company 
manager with rubber stamps and suggested 
that they get ahold of the local news dealers 
and stamp an ad in every copy of these two 
publications that contained the Hotpoint 
Company’s big two-color advertising spread. 
One stamp read, “These devices are sold by 
the electric light company,” and was 
stamped beside the ad. The other stamp 
read, “See the centre spread”’ and was 
stamped on the cover. 

There was no hesitation this time from 
any quarter. Their last year’s Hotpoint 
sale was on record and had to be surpassed. 
Pride demanded it and no man cared to take 
a chance of having some other, smaller pro- 
perty beat him in the race. Moreover, the 
managers had learned that there was fun as 
well as profit in this selling game. The 
situation was a challenge to every good 
sport. 

And so all hands went at it, to make a 
banner sale of bargain toaster-stoves—‘E] 
Glostovo”—and to make the hurrah carry 
just as many other kinds of apparatus as 
could be. And 2,439 household appliances 
were sold within the week. And when the 
returns were in and Alexander had worked 
out his comparative reports that showed 
what every property had achieved, the facts 
were these: Every one of the companies, 
less than a year before indifferent to all such 
selling schemes, had made its mark. The 
Federal group had won 2 out of 23 cash 
prizes from the Hotpoint Company, paid 
for the best window displays, and another 
prize from the Hotpoint Company for the 
best Hotpoint week advertising. The Fed- 
eral companies held the record of being, 
save one, the only group to win three prizes. 
It was a pretty good performance. 

On Hotpoint Day, in 1913, 3.6 appliances 
had been sold to every 100 customers; in 
the Christmas campaign, 7 appliances had 
been sold to every 100 customers; but in 
this Hotpoint Week campaign, for every 100 








This “sandwich man” cavorted about Sheridan, Wyo- 
ming, during one of the local sales and spread the news. 
It shows the way the selling spirit was at work. 


customers they sold 12.8 appliances. An 
interesting incident that shows as well as 
any other one thing how the mental atti- 
tude of the Federal managers had changed, 
is the way in which in nearly every property 
the newspapers were interested in the inter- 
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company contest and persuaded that the 
details were real news, not advertising, and to 
such effect that regular half column articles 
appeared in many of the papers telling how 
the local companies were competing in a 
nation wide campaign. One of these is 
reproduced herewith. 

And then immediately behind, and in 
some cases coincident with, the Hotpoint 
week campaign, came a flatiron campaign 


| 


Why Every Woman Should 
Use An Electric Iron 


If YOU will write « brief article on this interesting subject. or compose a 
verse or rhyme, and send same to this office for submission to three com- 
petent judges, YOU will stand a chance of getting a wonderful labor saving 























Williams Electric Iron Free! 


The article showld be less than 150 words, written on one side of the paper only 








lt won't cost you anything to enter the contest, and if yours is the best article. verse, or 
rhyme, submitted by JULY 15th. on “WHY EVERY WOMAN SHOULD USE AN 
ELECTRIC IRON”, briefly reciting some of the advantages, you will receive one of 

workers for women--an electric iron. --ABSOLUTELY FREE! 





AS A SECOND PRIZE WE WILL GIVE A HANDSOME ELECTRICAL DEVICE 
FREE. COME IN AND SEE IT ON EXHIBITION AT OUR SALES ROOMS TODAY 


The prize winning and best articles, of verses, will be publishe- in the newspapers over 
YOUR name. NOW is the time to enter the contest 

Hore is an example of an excellent verse about electric irons. Can you do as well? 
Possibly you will do better, why not try” 
Why use sad rons that give no rest! 









Much happmess they li bring to you 
Mrs M Christensen. 

Every woman knows of the mony delightful advantages offered users of electric irons 

and she wants one. Ironing by electricity means work done easier, faster and better 

Saves countless steps. You can iron in cool and contented comfort in any room in the 

house, or out of doors in the summer time. Costs but « few cents for week's laundry. 

Come m today and see demonstration of the Wilhams Guaranteed Electric Iron. 


THIS IS YOUR CHANCE TO GET AN EFFICIENT GUARANTEED ELECTRIC IRON 
ABSOLUTELY FREE. DON'T LET THIS OPPORTUNITY SLIP BY..ENTER TODAY 











Contest closes July 15th. 
Address all communs ations to Contest Department, this Company 
“Always At Your Service.” 


“ The Public Ie Entitled Te Courteous Treatment And To The Best Possible Service” 


An ad used in the Williams Iron campaign. It 
occupied a space 3 columns wide and column length. 


during which were sold 2025 Williams and 
Triangle irons and quickly. The Williams 
iron had been submitted to each mana- 
ger and tested out by him and as the feature 
of the plan, they ran a $1.98 electric flatiron 
sale. Every company went for it, and every 
company today stands ready to act quick on 
any good sound selling scheme that comes 
along. They are eager for more inter- 
company contests that will give a chance to 
make a further Federal record. 

With the end of the Williams iron sale, 
the Federal properties had completed what 
amounted to a ten weeks’ campaign for 
appliance business. This ten weeks em- 
braced the Hotpoint Week, two months of 
regular local selling activity and the final 
flatiron sale for all properties. The record 
for the ten weeks was 28.4 appliances sold 
per 100 customers, or one appliance for every 
3.6 consumers. It makes an _ interesting 
comparison. 

Of course, if you just turn your mind to 
the fact that eleven cities have sold just 
this and that, the story isn’t much; but when 
you think that only one short year ago. there 
were but three commercial men in these 
eleven companies and that this record of one 
appliance sold to every 3-5/10ths customers, 
it is worth a little thought. And bear in 
mind too, while you think, this other fact. 
During the year of this activity among the 
Federal plants, the commercial expenses 
were materially reduced. 

It all goes to prove that team work pays. 
It shows the value of pitting one man against 
another in a friendly competition for the 
honor of achievement. It establishes be- 
yond a question that the fundamental 
reason that why the average engineering or 
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operating man is not acute in matters of 
commercialism is because his interest in the 
game has never been aroused. It has been 
so well proven in this campaign of the 
Federal Company, that it is hard to tell who 
is proudest of this record, the local manager, 
the Federal Company executives or Alexan- 
der in his little front room. 

Take it all in all, and the point of greatest 
interest in the whole utility game today is 
right here in the field of selling. Here lie the 
quick rewards, here lie the roads to reputa- 
tion, the work that offers biggest oppor- 
tunity to the red blood man and the most 
interesting work and life, while he is winning 
them. 

The story of Alexander’s experiment and 
its success seems to point the answer to a 
problem that has been balking many mana- 
gers for Lo! these many years. 


Indiana State Convention 

The Indiana Electric Light Association 
held its annual convention at the Hotel 
Severin, Indianapolis, September 23 and 24, 
unfortunately too late to be reported in this 
issue. The following papers and addresses 
were scheduled for presentation: 

Address of the president, Mr. Thomas F. 
English, Muncie; accounting session in 
charge of Mr. Fred L. Dennis, South Bend; 
“Valuation for Rate-Making Purposes,” by 
the Hon. Halford Ericson, Madison, Wis.; 
address by Judge Thomas C. Duncan, chair- 
man of the Indiana Public Service Commis- 
sion; “Commercial High-Tension Outdoor 
Substations,” by Mr. H. W. Young, Delta- 
Star Electric Company ; “Profitable Methods 
of Obtaining Old-House Lighting Business,” 
by Mr. A. T. Holbrook, Excess Indicator 
Company; “Street-Lighting Fixtures and 
Regulating Equipment for Nitrogen-Filled 
Tungsten Lamps,” by Mr. W. P. Hurley, 
Westinghouse Electric & Manufacturing 
Company;” “Lightning Protection,” by 
Mr. V. E. Goodwin, General Electric Com- 
pany; “Public Policy of Utilities,’ by Mr. 
G. E. Gaskill, Greenville, Ohio;” ‘The 
Newer Tungsten Lamps and Their Applica- 
tions,” by Mr. J. R. Colville, National Lamp 
Works of the General Electric Company. 





Warning on Carbon Lamps 
By Jonn W. McLarty 
Manager, Commercial Department, Macon. (Ga.) 
Railway & Light Company 

Like a great many other companies, we 
are still giving free renewals on Gem lamps, 
and to promote the sale of Mazda lamps we 
are using the following gum sticker on all of 
our lamp renewals, placing the sticker near 
the base of each lamp. 





A MAZDA LAMP will 
give you 3 TIMES the 
light of THIS ONE at 


no additional cost. 


Ask about it. 











Our idea is to impress on the customer at 
the right time that it is to his advantage to 
use Mazda lamps. 

Placing the sticker on the carbon lamp as 
it goes to the customer certainly makes this 
warning very conspicuous and we believe 
is securing wide publicity. 
















































































































































































































































































































































































































































Concentrating On the “Hard Ones” 


A Campaign that Gave All Glory to the Already Built House 


my i;.. J. 


WILHOITE 





Contract Agent, Light Department, Chattanooga Railway and Light Company, Chattanooga, Tenn. 


|Many tales have been told of late describing the details and devices of house-wiring campaigns staged and conducted under all manner of conditions. Here 


is the story of another wiring campaign that is worth your attention, though you may have read all the others. 


The methods which Mr. Wilhoite describes as having been so successful in Chattanooga are not so greatly different from those in use in several other 


cities, but the angle from which the problem was attacked, the preceding experiment, which developed the need for a proposition to aid the salesmen, and the 
resulting influence on the local contractors, is worth a reading and a little thought. 


Wiring campaigns are fortunately becoming general. 


The idea no longer carries any great degree of novelty. Yet after all, the one great blot on the 


present situation is the intolerable number of unwired houses which fill every city in the land and stand a monument to wasted opportunity. Every bit of new 
thought, every bit of borrowed experience you can gather to help you win a more creditable proportion of the already built houses in your town, should be 


welcomed.—Editor. | 


T’S human nature to hew 
along the mark of smallest 
resistance when it comes to 


actual work. To tell a 
salesman not to bother 
with business that would 





come in through the 
natural sequence of things, 
or through the efforts of contractors alone; 
and to concentrate his energies in the lining 
up of the “Hard Ones” means, usually, 
simply the wasting of more good time in the 
telling and in the listening. 

And this is so because the salesman is 
rated on the basis of ““New Business Signed,” 
a term that covers a multitude of sins—and 
conditions. It covers those who want elec- 
tric light bad enough to get it without being 
asked to take it. It envelopes those who 
live in houses already wired and fixtured, as 
well as those who are building new houses 
and wiring them without one pinch of solici- 
tation from the electric light salesman. 

When results are figured on the basis of 
“New Business Signed” contracts obtained 
from the easy-money class of customers look 
as good on the weekly and monthly reports 
as those secured by real, creative effort on 
the part of the salesman. Who can blame 
any sensible salesman for going after such 
silver-platter business instead of plugging 
away on the fellow that has got to be con- 
vinced by downright, persistent, sweat- 
producing argument, debates, persuasion, 
sentiment and demonstration, when the 
salesman’s value to the Company is being 
gauged by the position he holds in the “New 
Business Signed”’ column on the Department 
Reports? 

Whatever the cause, we began to realize 
some time ago, that the youngsters who help 
to make our Sales Department pay roll look 
like a full-grown business institution, have 
been spending quite a number of their fleet- 
ing hours making footprints after contracts 
that would otherwise find their way into the 
business office unaided. Moreover, we knew 
that this time-wasting process of chasing 
moving vans, patrolling already-built but 
vacant houses and holding daily conferences 
with all electrical contractors, from the big 
shop on the main street to the curbstone in 
the back alley, was brought about and kept 
alive through no fault of the salesman him- 
self. 

After thinking this over for a long time, 
it was decided that the value of a residence 
salesman should be based primarily on the 
number of already-built house wiring con- 
tracts registered to his account, instead of 
looking at his “New Lighting Contract” 
record for the measure of his efficiency. So 
we set about re-arranging our point of view 
and gave each residence salesman _ the 
hunch that his value to the organization 
depended on the amount of old house- 


wiring business passed over by him to the 
business office. 

This set the salesmen to looking more 
squarely at the situation. They went after 
the “hard ones” —the fellows who live in the 
old-time houses built before wiring became 
the fashion—and, pretty much as we had 
expected, there soon began to appear a sort 
of look of discouragement on the faces of the 
“boys” as they would file in in the evening 
to dope out their daily reports. 

The anticipated slump had arrived; 
records that had glittered as gold before 
became a bit obscure—something was 
wrong. The fellows complained that times 
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One of the campaign ads featuring the ‘‘New Wrinkle” 
booklet. 


were hard, since nobody wanted to bother 
with having common, ordinary, old houses 
wired for electricity. Business was rotten 
and the men were losing their grip on old 
Father Confidence. 

But it was realized by the Company that 
the trouble was not with the Salesmen. 
They were all good, hard-working fellows, 
and the weakness existed in their proposi- 
tion to the prospect rather than in any un- 
willingness on their part to do their best. 
They had nothing to offer, and no wonder 
they failed to land anything. How could 
anybody sell something without something 
to sell? So we set about devising something 
for the fellows to sell, and the results have 
amply justified our confidence in the sales- 





men’s inherent abilities, and in our belief 
that they needed only some stimulus in the 
form of a definite, concrete proposal to offer 
to their prospects. It was decided that a 
sort of “Wiring Campaign”’ was in order and, 
in starting things in the right direction, it 
was figured that this campaign should be 
made as specific and definite in its appeal to 
the public as it was possible for a proposition 
of this character to be made. 

All wiring in Chattanooga is done by elec- 
trical contractors, the Company maintaining 
no wiring department. Consequently the 
first step was the perfecting of satisfactory 
arrangements with local wiremen. Of this 
cult there are many in Chattanooga and, 
like the fellows of all other cults, they range 
in quality, responsibility and aggressiveness 
from the very mediocre to the extremely de 
luxe. The mediocre ones were an impossi- 
bility on general principle, and the de luxe 
ones we realized would not be extremely 
interested in a popular-priced plan for the 
wiring of homes. So we struck medium 
ground and placed a proposition before one 
whom we considered the most desirable 
contractor in the city, for the working out of 
our plans. 

Our proposition was put together in the 
form of ‘a Wiring Contract incorporating a 
uniform schedule of prices, thus permitting 
the salesmen to close any job without getting 
figures, always before being a necessary evil 
in the securing of house-wiring business. 
This contract is devised in such a manner as 
to be drawn on any contractor and does not 
in any place bear the Lighting Company’s 
name as a party to the agreement. 

In making up this contract, prices were 
incorporated for the various articles and 
work necessary in the wiring of a home com- 
plete, either with or without fixtures. The 
prices adopted were, in many instances, 
considerable reductions under the usual 
scale asked by contractors for work of this 
class, while, in some cases, they were practi- 
cally identical to the prices in vogue in the 
city before the inauguration of the plan. 
These prices were arrived at in collaboration 
with the contractor whom we had decided 
upon as the logical firm to cooperate with us 
in the working out of our campaign. 

Arrangements were then completed with 
this contractor, whereby he would accept 
any wiring job obtained by us in accordance 
with the terms and prices specified in the 
contract. In consideration of our advertis- 
ing and soliciting, this contractor agreed to 
do the work at considerably better prices 
than had before been quoted by either him- 
self or any of the other contractors, and to 
carry all accounts, including those of a de- 
ferred payment nature. 

This arrangement relieved us of the ex- 
pense and loss consequent to carrying wiring 
accounts on the books of the Company and 
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The wiring contract used in the Chattanooga campaign. 


Four pages showing prices, specifications, fixture types and agreement in detail. 
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Ornamental 4 Toaster 3 


The G-E Ornamental Toaster is another addition to the standard line of 


_ 


Show this toaster in your windows—goods well displayed are half sold, 
and these toasters lend themselves to a very attractive and impressive window 
layout. 


Warehouses are located at convenient points where large stocks of G-E | 
Heating Devices are maintained. Your requirements can therefore be met | 
with the least possible delay and expense. | 


G-E Heating Devices. : 
The highly polished nickel finish and the artistic design give this im- 
proved toaster an exceptionally handsome appearance. , 
The racks are movable; radiant coils, 550 watts. 
The same well-known high quality and excellence of mechanical and 
electrical design that characterizes all G-E Heating devices are embodied in 
the Ornamental Toaster. ) 
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General Electric Company 


Atlanta, Ga. Cleveland, Ohio m Minneapolis, Minn. Rochester, N. Y. 
Baltimore, Md. Columbus, Ohio Nashville, Tenn. St. Louis, Mo. 
Birmingham, Ala.: Dayton, Ohio General Office, Schenectady, N.Y. New Haven, Conn Sie ake City, utah 
Boise, Idaho Denver. Colo. ew Orleans, La. San Francisco, Cal. 
Boston, Mass. Des Moines, Iowa ADDRESS _NEAREST OFFICE New York, N. Y. Schenectady, N. Y. 
Buffalo, N. Y. Detroit, Mich. Niagara Falls, N. Y. Seattle, Wash. 
Butte, Mont. (Office of Agent) Omaha, Neb. Spokane, Wash. 
Charleston, W. Va. Duluth, Minn. Indianapolis, Ind. Philadelphia, Pa. Springfield, Mass. 
Charlotte, N. C. Elmira, N. Y. Jacksonville, Fla. Los Angeles, Cal. Pittsburg, Pa. Syracuse, N. Y. 
Chattanooga, Tenn. Erie, Pa. Joplin, Mo. Louisville, Ky. Portland, Ore. Toledo, Ohio 
Chicago, IL. Fort Wayne, Ind. Kansas City, Mo. Memphis, Tenn. Providence, R. I. Washington, D. C. 
Cincinnati, Ohio Hartford, Conn. Knoxville, Tenn. Milwaukee, Wis. Richmond, Va. Youngstown, Ohio 


For Texas, Oklahoma and Arizona business refer to Southwest General Electric Company (formerly Hobson Electric Co.), Dallas, 
El Paso, Houston and Oklahoma City. For Canadian business refer to Canadian General Electric Company, Ltd., Toronto, Ont. 5131 
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that too without sacrificing the business- 
getting principle of “A dollar down and a 
dollar a week.” Our experience in the past 
has been that it is easier for a contractor to 
collect a wiring bill than it is for the Lighting 
Company to perform the same operation. 


Wiring Agreement. We overlooked this 
refusal, but a few days later a second “turn- 
down” was registered against him and we 
then had a very confidential, heart-to-heart 
talk with him and showed him just precisely 
the “error of his ways” and how he could not 
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A Chattanooga ad showing how the *‘New Wrinkle’ phrase was made 
a popular feature. 


In order to obtain the hearty cooperation 
of this contractor, it was necessary for us to 
give him a tentative assurance that practi- 
cally all contracts obtained by our sales- 
men would be turned to him for execution, 
in preference to turning them to his com- 
petitors. 

This was a pretty touchy point. There is 
considerable jealousy existing between the 
various contractors, and they are ever 
watchful for a move on our part that might 
be interpreted to mean the playing of favor- 
ites with any contractor, to the disparage- 
ment of their own individual interests. We 
realized, however, that the success of our 
campaign was dependent toa larger extent, on 
the hearty, full-fledged support of one live- 
wire contractor than upon the luke-warm 
assistance of a half dozen go-easy, members 
of the cult. 

On the other hand, we did not care to 
break with any of the fraternity, and, con- 
sequently, the prices agreed upon in the con- 
tract were submitted to all the other con- 
tractors with the statement that they had 
already been accepted by one contractor, 
and asking them if they would agree to 
handle any business closed by us in accord- 
ance with the prices and terms submitted. 

The de luxe contractors complained that 
the prices quoted were too low to allow a 
fair margin of profit, while the smaller 
fellows were loathe to accept any plan in 
which they were not allowed the privilege of 
“figuring before quoting the price.” Only 
one contractor in town, in addition to the one 
originally selected to handle the proposition, 
accepted the terms of the contract and 
agreed to do work on the basis specified. 

This refusal on the part of the majority of 
the contractors narrowed the proposition 
down to two. With a little persuasion, we 
obtained the hearty consent of the first con- 
tractor to start things off under these con- 
ditions. After the plan had been working 


about a week the second contractor was 
handed a pretty difficult job, got “cold feet,” 
and refused to accept it, although it was 
written in strict accord with the terms of the 


expect us to help some sinner that couldn’t 
be depended on in the pinches. He saw the 
point and dismissed the subject with the 
statement that he “Guessed the old-time 
religion was good enough for him.” This 
action on his part gave us a clear field for our 
operations and we then got down to business 
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completed, we had built what has proved 
to be a pretty good fort from which to shoot 
our guns. Four salesmen were in the 
regular employ of the Department, and we 
decided that instead of securing additional 
men to spend good time and money in the 
time-worn plan of house-to-house canvass- 
ing, we would invest this cash and a little 
more, in some well-directed publicity, and 
depend entirely on our four regular men to 
“deliver the goods.” Our plan was to 
arouse sufficient interest and inquiries 
through our advertising to keep these four 
men busy closing leads secured from this and 
other sources. 

“Uneeda Biscuit” and “Spearmint Chew- 
ing Gum” enjoy a better sale than the other 
kinds because they havea name. They cost 
as much as the other kind, but people eat 
one and chew the other because they know 
what to ask for when they want to buy. 
Profiting by this little observation on the 
influence of a name, we called our wiring 
campaign “The New Wrinkle Wiring Plan,” 
and explained the plan as “The Low-Cost- 
Way to Wire.” These two phrases we have 
used practically in all of our advertising. 

Several illuminated billboards were con- 
tracted for in conspicuous locations about 
the City. In consideration of our furnish- 
ing the illumination for these boards, a 
special rate for their operation was secured 
from the Billposting Company. These 
boards have served a double purpose, they 
have given publicity to our Wiring Offer 
and, incidentally, but not least, have helped 
to boost the illuminated sign game for the 
Billposting Company as well as for: our- 
selves. 

A quantity of the Rae Company’s “Dirt- 
less Workman” booklets were used in con- 
nection with a booklet called “The New 
Wrinkle Wiring Man and his New Wrinkle 
Wiring Plan.” This latter booklet was pre- 
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A newspaper ad that put the special offer straight before the peo ple 


with the one contractor, good and hard. 
With a Wiring Contract incorporating a 
straightforward, definite proposal, and a 
satisfactory working agreement with an 
aggressive contractor, guaranteeing maxi- 
mum results in the execution of work, now 





pared and printed locally, and gave in detail 
the story of the Wiring Plan, why we were 
making the offer, and why it was limited to 
a definite period, setting out in detail the 
benefits accruing from prompt acceptance of 
the offer. Contrary to custom, these book- 
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Where 
The Big Men Go 


You'll be rubbing shoulders 
with the most important 
men in the Electrical, 
Mechanical, Commercial and 
Industrial fields. They’ll all 
be at the Electrical Exposi- 
tion. Automobile Experts 
—Prominent Engineers— 
Scientists—Physicians—and a 
host of others will also attend 


The Electrical Exposition 
and Motor Show of 1914 


Grand Central Palace 


Lexington Ave and 46th St October 7th to 17th 
New York City llamtoll pm 
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“5 cents the copy.” 
intended to impress the 
booklets with the fact that something other 
than the usual pamphlet was in their hands. 
Judging from the questions asked regarding 
the contents of the booklets the little phrase 
admirably, 
many to read, if not all, at least a part of the 
folders. 


found especially 
suspicion 
tearing up of the house, 
plastering, 


its purpose 


*Dirt-less 
valuable 


that electric 


Workman” 


lets were not mailed out or given away pro- 
They were handed out only 
by salesmen in calling on a prospect or by 
employees in the office in response to in- 
quiries regarding wiring, or direct requests 
for them from people interested. 

In our newspaper and moving picture show 
advertising, attention was called to these 
booklets and an offer made to distribute 
them free to those requesting them. In 
imprinting the booklets, we used the phrase 
This little phrase was 
recipients of the 


It was found that 


booklet was 
in allaying the 
wiring meant the 
the spoiling of 
the demolishing of floors, 
ruining of decorations. 
many whom it had been impossible to satis- 
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factorily convince by conversational means 
that electric wiring could be installed without 
damage, readily succumbed when shown the 
diagrams and accompanying explanation of 
how already-built houses are wired without 


injury or inconvenience. 


inducing 


and 


We opened hostilities 
Since that time we have advertised con- 
sistently in the daily papers, having utilized 
to date (August 20th, a period of two 
months) 1,210 inches, at a cost of $544.50. 
In addition to our billboard advertising, 
amounting to $35.00 per month, or $70.00 
to date, slide advertising has been run con- 
tinuously in each of the three leading picture 
theatres at a cost of $15.00 per week, or 
$12.00 during the two months our campaign 
has been in operation. 

In most of this publicity the proposal to 
wire a five-room house for $11.00 was fea- 
tured, this $11.00 idea being used to create 
interest and bring out inquiries. 
two months the campaign has been running 
in full sway our advertising has elicited up- 
ward of 957 inquiries, from which the four 
salesmen have obtained 334 old house con- 
tracts for wiring at an average price per con- 


about June 20th. 


During the 
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Light Unig 
Never An Opportunity 





Like This 


NM signs point to a general boom in American industries. 


Already our manufacturers are laying plans for greatly in- 


creased productions. 
emergency. 


They are squaring away to meet an 


With no goods being imported, our factories will have 


to be operated overtime to meet the demands of our immense pop- 


ulation. 


Within the coming year millions of dollars’ worth of Amer- 


ican goods will be made for export. 


The fall season is at hand; the short winter days are coming. 


Dull 


weather and night shifts call for more lighting equipment—more 
You have never had a better opportunity to put the ques- 
tion of lighting before the owners and managers of the factories in 


lamps. 


your locality. 


Their necessity means profits to you. 


And now is 


the time—just before the rush starts—when ‘hey can best take care 
of any remodelling in their lighting systems. 


National MAZDA lamps have always provided a large range in 
sizes. This fall you have in addition the new super-efficient National 


MAZDA Multiple lamps. 


watt sizes. 


Made in 1000, 750, 500, 400, 300 and 200- 


If you have any difficult installations to plan, why not, at no 
cost to you, refer them to our lighting engineers by addressing any 
division of the 
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Member Society for Electrical Development—‘DO IT ELECTRICALLY” 
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tract of $20.55, making a 


total volume of 
wiring business closed in the two months of 
$6,864.83. This business represents a guar- 
anteed annual income of $2,004.00, and an 
estimated annual income of $5,010.00. 

The results of the two months’ efforts may 
be briefly summarized as follows: 


(1) Publicity Cost: 


Newspaper Advertising $ 544.50 


Moving Picture Advertising 120.00 
Booklets 65.00 
Billboard Advertising 70.00 
Miscellaneous 57.75 


Total $ 857.25 


(2) Results: 


Number of Wiring Contracts 334 
Estimated Annual Income $5,010.00 
Guaranteed AnnualIncome $2,004.00 
Publicity Cost per Contract $2.56 
Publicity Cost per dollar of 

Estimated Annual Income $0.11 


No costs are included in the above other 
than publicity cost inasmuch as such costs 
are the only ones directly chargeable to the 
campaign, since no additional salesmen or 
clerks were employed or any other extra 
expense incurred. Of course, strictly speak- 
ing, all other costs accruing during the period 
of the campaign, both operating and over- 
head, could be prorated, chargeable to the 
cost of the campaign, but for purpose of 
comparison only those items directly oc- 
casioned by the running of the plan have 
been mentioned. This is done to point out 
the difference in the cost of high pressure 
work and the cost of the ordinary kind 
when looked at from the basis of the 
larger results that come from concentrated 
effort. 

Besides the 344 homes obtained by our 
salesmen, quite a number of old houses were 
wired during the same period by the other 
contractors in the city who were working 
independently. It is interesting to note 
in this connection that our throwing practi- 
cally all of this work to one contractor had 
a very stimulating effect upon the activities 
of all the others. The independent con- 
tractors being evidently jealous of the plan, 
have been exerting their every effort in the 
lining up of this business, where before none 
of them ever showed any particular aggres- 
siveness in going after the already-built 
house. 

A spirit of rivalry has been awakened that 
has resulted very advantageously to the 
Company. Definite figures are not available 
as to the amount of business closed by the 
independent contractors, but we estimate 
that at least 50 homes have been wired by 
them during the past two months. 

Our campaign was originally limited to 
September Ist, but the probabilities are that 
we will extend the offer for an additional 
period, inasmuch as the business is increas- 
ing as the campaign grows older, due partly, 
of course, to the limited period imposed, but 
largely to the cumulative effect of our ad- 
vertising and soliciting. 

We attribute the success of our campaign 
so far to (1) our dependence on our regular 
sales force for the closing of business, (2) 
the embodying of a specific, concrete pro- 
position to the customer, (3) the featuring 
of the proposition to wire a five-room home 
for $11.00 and other homes at correspond- 
ingly low figures, (4) the limiting of the 
offer to a definite period, (5) the extending 
of small monthly payments, (6) and the 
extensive consistent publicity given to our 
plan, 
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Retailing Electric Washers—By the Carload 


How Eighteen Thousand Dollars Worth Were Sold 


By Frepv H. Scueer 


Contract Department, Public Service Company of Northern Illinois, Joliet, Ils. 






teeta: URING the month of June, 
Wi samme the Public Service Com- 
pany of Northern Illinois 
sold throughout its  terri- 
B tory, 234 electric washing 
machines, of which 74 were 
marketed by the sales de- 
eee’ partment in Joliet. 
It has been the practice of the Public 
Service Company to push the sale of some 
particular electrical appliance each month 
and this appliance, known as the “Special” 
for the month, is always adaptable, as far 
as possible, to the season of the year. We 
feature vacuum cleaners during house- 
cleaning time; washers, fans and irons 
during the summer months, etc.; and the 
sale of any appliance begins and terminates 
strictly in accordance with the advertised 
date. In this way we show our public 
that our campaigns are truly real to us; 
and do not merely put forth a proposition 
which the Company is willing to offer at 
any time. We realize that to stimulate a 
sale, a tempting inducement must be made 
to arouse the interest of the buying public. 
It is obvious that a campaign should attract 
attention, and just as obvious that it 
must concentrate the prospect’s attention. 
But the shouting is energy wasted unless 
the sale is furthered by an inducement, a 
good reason to “better buy now than later.” 
A good catch, in combination with good 
advertising and personal follow-up, spells 
success in the sale of electrical merchandise. 

Washing machine manufacturers have, 
for some time past, backed the central 
station in offering their machines to the 
public on approval, leaving the machine, 
to a great extent, to sell itself. This 
privilege was pushed to full advantage in 
our recent campaign. We verily insisted 
that anyone in the least interested should 
give the washer a trial. Many unsurmis- 
ing ones, with no former intention of buy- 
ing, proved the most anxious buyers after 
a trial. 

The washing machine campaign was care- 
fully planned months in advance. The 
entire force of salesmen in conjunction with 
their other duties, compiled 10,000 names of 
the most likely prospects in Joliet. This 
entire 10,000 was circularized with a letter 
outlining the terms on which the machine 
could be purchased and an invitation to call 
at the office and see it demonstrated or have 
the machine demonstrated in their homes. 

A special sign advertising the Washing 
Machine Sale was erected under the regular 
electric sign and each day’s shipment of 
machines, when it came in, was prominently 
displayed along the outside in front of the 
store and in various window displays. 

In conjunction with the trial offer, a cir- 
cular letter, with a coupon worth five dollars 
on the purchase of a machine during this 
period of sale, was mailed to every lighting 
customer, with return postal card enclosed. 
| might mention here that but few postal 
cards were returned and make this state- 
ment, not in criticism of our circular, but 
rather to show the necessity of personal 
solicitation. 

The circular letter serves its purpose as a 
medium of introduction, putting the sales- 
man on conversational groynd the moment 





he approaches the prospective customer. 
Without the follow-up the results are only 
partially effective. This close follow-up of 
every prospect by the salesmen accounts, to 
a large extent, for our success. The fact 
that most of the machines were sold outside 
of the salesroom accentuates this statement. 

During this period, almost all the leading 
makes of washers were placed on sale, in- 
cluding the Federal, the Thor, the Eden and 
Conlon, different makes being popular in 
different localities. Adjoining our lighting 
bill, on the advertising stub, was carried the 
following message :— 


“Make wash day a pleasure! The 
certificate attached to this bill enables 
you to purchase any of the standard 
electric washing machines carried in 
stock by this company at a special low 
price for thirty days from date of this 
bill. Only one certificate can be ac- 
cepted on each purchase.” 


Our Newspaper advertising emphasized 
the fact that “If Men did washing, More 
Modern Methods would be in general use. 
Efficiency would be recognized and practiced 


to the extent that it governs the labor ques- 
tion in all successful lines of business.” 

In Joliet a demonstration booth was 
erected in the center of the salesroom, with 
an active washing and ironing demonstra- 
tion, with both electric iron and electric 
mangler, going on all day, each day through- 
out the campaign. A large stock of ma- 
chines was always on hand, and was dis- 
played in front of the Joliet salesroom to 
advantage, as shown in the picture. This 
display, along with some interesting facts 
and figures, received news comment in the 
local papers. This advertising out of the 
general channels of publicity is always 
desirable. 

During this sale, 70 machines were sold 
out of The Joliet Sales Department alone. 
A total of 234 washers were sold throughout 
the Company’s territory during this period. 
These washers aggregated a total sale of 
$18,614.18, an investment that will pay big 
interest in fostering the central station idea, 
“Do It Electrically.” It made four carloads 
of electric washing machines sold in one 
campaign, which, as far as we know, is a 
record. 





PuBLic SERVICE COMPANY 


NORTH 


GENERAL OFFICES 
72 WEST ADAMS STREET 
CHICAGO. ILL 
















Drive 
the blue 
out of 
Blue 
Monday. 


eke 
vashday 
a pleasure. 








Dear Madan: 


Five Dollars can be applied as part pay- 
ment on the purchase price of any standard 
make, BLECTRIC WASHER AND WRINGER which 
we handle, if presented at our nearest 
office on or before June 30, 1914. 


whether the machine is purchased on our 

deferred payment plan, or for cash. On 

the cash plan, hoWever, we will allow in 
addition to the face value of the certi- 
ficate, our usual discount of 5h. 


these Washers to your home for a tWo Weeks 
free trial, with the understanéing tlet we 
will remove the machine without expense 

to you at the end of that time, should it 
not prove satisfactory in every Way. 


enclosed card Will bring you further 
particulars about the Washer in which 
_ you are interested. 


} OISTRICT OFFICES 
Ano 


BLUE SLAW MARSEILLES 
CHICAGO 


OMGHT Morais. 
EVANSTON NORTH CRYSTAL LAKE, 


HI@HLAND PARK OTTAWA 
JOLIET. 
MANKAKEE PONTIAC 


A GRANGE WAUKEGAN 


N REPLYING 
@LEASE ADORESS THE COMPANY aT 


Chicago, Ill. 
May 15, 1914. 


The enclosed certificate for 
This certificate will apply 
We will be glad to send one of 


Your name and address on the 


Yours very truly, 


Public Service Company 
of Northern Illinois. 








The letter that announced the washing machine sale through ithe Public Service territory. 
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Today almost every home has a sewing 
machine. In a big percentage of these 
homes the washing is a far greater drudge 





than the sewing. It behooves the central 
station and the manufacturer of electric 
washers to find out how the sewing machine 





One of the Joliet windows featured during the washing machine campaign. The wash-line certainly 
makes a clever and effective sign. 








Hundreds of Homes 


in Your Town Need 
Better Reading Lamps 


They need them now before the 


long winter evenings are here. 


Sell them the 


PMERALITE 


Show them table lamps and chair- 
side lamps in $MERALITE”. The 
shade is a rich green glass—white 
inside. Noglare. It is “kind to the 


eyes.” 


‘PMERALITE” is widely adver- 
tised. Hitch up with this campaign 


and let us refer inquiries to you. 


Write for booklet illustrating 30 
patterns of this popular lamp 
better still, order sample today for 


your salesroom. 


H. G. McFaddin & Co. 


38 Warren Street, NEW YORK 
DEPT. M 




















people did it. In selling electric washers, it 
must be maintained that you are not selling 
an electric product, but rather a household 
necessity, and as a household necessity it 
can best be marketed. 

This sale, we feel now, gives us the start 
for the placing of many more washers during 
the year. We intend to follow up this cam- 
paign by sending a circular to the recent 
purchasers of electric washers, pointing out 
that they would not consider doing without 
the machine now, and asking for the names 
of friends who should be in the market. By 
offering an electric toaster or some other 
appliance for any lead productive of a sale, 
we will undoubtedly sell more washers 















we ns A an iis Eee eee, Bem 


through our customers. A special card, 
ruled for names and addresses, will be en- 
closed for this purpose. 

At the close of the campaign, at the end of 
July, a banquet was given the Joliet Con- 
tract Department by the Federal Electric 
Company, under the direction of their Mr. 
Dean, and schemes to sell four more car- 
loads of washers were discussed. Next 
morning the following news item appeared 
in Joliet’s leading newspaper: 

“The sales force and officials of the 
Public Service Company were the guests 
of the Federal Electric Company at a 
dinner last night in the Hobbs Hotel. 
Breaking the record in the Company’s 
territory for one month’s sale of Wash- 


The Oak Park, (Iil.,) office front duri 
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ing Machines was responsible for {} 
banquet. 

“During the period between June |. 
and July Ist, the Joliet Salesmen sold 71 
machines. Each machine sold for ss«) 
and the receipts, $5,600 were in excess 
of any other office for the month. 

“Superintendent Hill said this morn- 
ing that the record was surprising. ‘We 
thought that the very best would be 50 
machines. It speaks well for the pros- 
perity of Joliet.’ 

“This month the Company will start 
a campaign for selling electric irons.” 


Electric Vehicle Speeds Underground 
Work 

In the report of the Electrical Bureau of 
the City of Philadelphia, just issued, the 
following comment appears :— 

“The time required in repairing troubles 
on the underground system has been very 
much reduced by the use of an electric truck, 
the number of hours in which the under- 
ground circuits were out of service having 
been cut down in 1913 about forty per cent 
as compared with 1912. 

“The cost of operation in 1913 was a little 
less than for 1912 even with the greater 
amount of work. 

“The forces employed were twenty as 
compared with 21 in 1912.” 


Salesmen’s Handbook Enlarged 

At a recent meeting of the Executive 
Committee of the Commercial Section of the 
N. E. L. A., it was reported that the Flec- 
trical Salesmen’s Handbook is being en- 
larged by the preparation of the Section on 
Electric Elevators and the Heating Section 
as originally scheduled. These two sections 
are now being printed, as are also additional 















rh 


ng the sale. Note the extra sign. 
‘ 


sheets for the Power Company, and _ the 
distribution can be expected shortly. 








WANTED | 


Copies of 


Electrical Merchandise 
Selling Electricity 


February 1911 November 1911 
June 1911 January 1912 
February 1913 | 
THE RAE CO., 17 Madison Ave., | 
New York 
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Campaigning With a Cabinet 
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secured more complete house wiring con- 
tracts than they secured orders for the 
































> Ist ar , ; installation of the small service cabinet. 
id 70) A Story of Winning Customers in East St. Louis This offer sent out at the beginning of 
S80) Sy F.C: Pous. the heated season had a good pulling effect. 
CESS Sales Manager, East St. Louis Lt. & Pr. Co., East St. Louis. Ills. Every woman in hot weather wants an 
electric iron and many of them are unable 
“"W, %AST ST. LOUIS, Illinois, one to the occupant of every unwired house to use them because the houses are not 
i a community of 75,000 in- in the city that was on our existing lines. Wired. Sar. 
ae S22 habitants, is rather unique The householder taking advantage of the In all 295 cabinet installations were made 
DTOs- fe among central stations, in and we secured, in addition, installations 
* ; as much as its peaks are which we attribute to the good influence of 
ai i. more likely to be in the day the campaign. : heh See 
time than at night, due to rhe costs of a campaign of this kind are 
the extremely large power extremely moderate. Our cost for same 
d load. In fact the income per meter is very was as follows: 
much larger than that of most central 5100 folders — 
. stations. It is therefore the constant care of 5000 le stamps pp 
rn. the Sales Department to secure residence ware si 
ieee business and the small commercial business sine 
bl that by the average central station, is usu- $126.5 
UDles > eonside ag sirable ak lo; , P ‘ 
very ally considered, bg cepa = es We had the cabinet made up in 300 lots 
ruck With a view of popularizing the use o and the cost of the cabinet was approxi- 
i. electricity among the non-users of our ser- mately $2.50, exclusive of the meter. We 
nder- cea , od a steel cabinet contai A a a Pg : an 
Wine Ve we developed a steel cabinet contain- also furnish the extension cord with a 60- 
m t ing a combined switch and cutout, a meter watt Mazda lamp. A patent has been 
— and three sign receptacles, which can be 
i installed on the wall of any house without 
ittle any more expense to the Meter Depart- 
eater ment than the regular installation of a light 
meter in a wired house. In planning our E RIGHT WAY 
ens campaign to increase the number of small 
users on existing lines we plotted all of the —to sell and instal] —— 
lines distributing electrical energy on an 
insurance map of the city, which showed A W H | T E WAY 
the location of every building in the whole 
utive community and we also indicated every 
of the house that is wired for the use of electrical The cabinet used in the East St. Louis wiring We offer you the 
Elec- energy. campaign. benefit of our exper- 
r en- In our campaign to secure users among ience in the prelim- 
on on the population living in unwired houses offer used the return postal and our exper- ; ; 
wt me A ee . . ae inary work of secur- 
ction we fired a broadside consisting of the cir- ience was that our salesmen on receiving pts . 
‘tions cular which is shown herewith, sending the postal cards and calling on the prospect —— White Way 
tional installations. We 
can save you time 
and expense. We 
ONE ROOM F R KE EK WY! can insure you an 
WIRED installation that 
will have no regrets. 
a 
| : | 0 l 
we willconnect any house | rnamenta 
i on our lighting lines for anyone Li h ° 
who will execute a standard Lighting g ting 
_ Contract for one year (only fifty cents P | 
per month minimum), and purchase: oles 
One 6-Ib. G. E. Electric Flat Iron are designed to add 
"This Shows Wiring and some of the many One 10-ft. Extension Cord win | . . 
Appliances that may be sal 
“s One 60-watt Mazda Lamp yeauty to your 
" : streets, but they do 
| SPECIAL PRICE $5 00 ; —— 
|G, The te the grenesee Snel boulpubnt . far more. They 
) electric light company help make your 
enti aes ee ame omen town prosperous by 
SEND ATTACHED POSTAL AT ONCE, AS WE WILL SOON BE “SWAMPED” WITH ORDERS attracting business. 
East St. Louis Light & Power Company This: nerbieadale 
ithe ‘his particular 
———s design of pole is for 
a clk i x caspase wh ae aie eo, AE ad <9 cence eee i ecient ee the high efficiency 
| eae os ah Type “C” Mazda 
| Lamp. 
| ! POST CARD —_ 
se | Let us tell you 
more about our 
ane yroduct and ser- 
Fast St. Louis Light & Power Co. nt 
| 120 COLLINSVILLE AVENUE 
| (RNAMENTAL LIGHTING POLE (0 
re., | East St. Louis, Illinois Poles for all Types of Lighting 
| 118 LIBERTY STREET, NEW YORK CITY 
ssssaeeoed This folder shows the appearance of the cabinet. 

















ELECTRICAL MERCHANDISE 





YNOA NIV1dxXa 


OL JALLVLNASAUdAU YUNOA GNAS ATANDA 


WOud ANOH 3d TIA I 


AW ONILVOITAO LNOHLIM 


TILLNA ‘WW 


uolpIsOodolg SULIIAA 9 OT 


NI 
‘oy 4am0y 2 ysrT sino] ‘IS js 





‘AVM ANY 


LNAINAANODO 


EAST ST. LOUIS, ILL. 


FOR THE OCCUPANT OF 





AL AOTE LO Fa 
No More Drudgery 














| 
] 
| 
| 
| 
! 
: 





Note the way the folder was addressed. 


applied for on this cabinet and the device 
will undoubtedly be on the market and 
available for central station use in time for 
the campaign next year. 

The articles purchased by the customer, 
that is the iron, extension cord and Mazda 
lamp, cost $2.50 complete, which when 
sold at a price of $5.00 gives a very hand- 
some profit, at a cost for installation no 
greater than any other company would 
have in connecting up the ordinary meter 
customer. 


K. E. Norton has succeeded W. F. Fred- 
erick as superintendent of the electric light 
and water plant at Coldwater, Michigan. 


A. W. Bush has resigned as manager of the 
Illinois Northern Utilities Company, at 
Sterling, Illinois, and is succeeded by 
G. B. Fluehr of Morrison, Illinois. 


Charles W. Jordan, superintendent of the 
La Porte (Tex.) Water, Light and Ice Com- 
pany, has succeeded T. V. Buckholz as vice- 
president of the Company. 


A. R. Gibbons, formerly advertising mana- 
ger for the Federal Sign System (Electric) 
Chicago, has resigned to associate himself 
with the Curtis-Johnson Printing Company 
of Chicago. 

















DEPENDABILITY 





time switch. 


That’s what you get in the 
A. & W. 


we make good our guarantee 


A. & W. time switch. 








Nore the Extreme Simplicity of 
our Mechanism. 
Fewer Parts than any Other Make. 


That’s what you demand Of a comes dines 


Rotary Switch. 


We guarantee perfection—and ,. 


n ‘Approved Rotary 
h. 


by replacing without charge any A. & W. switch that fails to give 
absolute satisfaction for a full year of service. 


A Dependable Time Switch is a Business Getter 


There are plenty of long hour, late burning window and sign in- 
stallations to be added to your lines by the judicious use of the 


Let us tell you how other central stations get this business. 


The A. & W. Electric Sign Company 
CLEVELAND 


A very Strong, Durable 


Fifty per cent and Reliable 8-day Move- 


New Construction that 
Insures Perfect Alignment 





Patent No. 983224 
Other Patents Pending. 


Asbestos Insulation. 
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A Monthly Message Campaign 


A’ Personal House Organ to Consumer. 

and Prospects 

Great benefits have been secured by many 
companies, through the distribution of 4 
personal monthly message to the consumer, 
in effect, a house organ for the central si.:- 
tion, small in size and filled with interesting 
information about the company, its service 
and its sales. There are two mistakes often 
made in a publication of this kind. On 
the one hand they are filed with jokes and 
irrevolent matter, supposedly interesting 
to women, but rarely of any actual benefit 
to the company; in the other case, they are 
filled too full of electrical terms and material 
of insufficient human interest. But if the 
booklet is made attractive in appearance 
and easy to read and filled with short human 
interest stories applying to the central 
station, and each issue given direct sales 
influence, it will ever be effective. It 
serves as a continuous cumulative bond of 
interest and understanding between the 
consumer and the central station. 

Such a monthly message benefits in several 
ways. In the first place, it fertilizes the field 
by explaining, instructing and educating 
the public in the uses and advantages of 
electrical appliances with a result that much 
of the missionary work is accomplished be- 
fore the salesmen call. It enables the sales- 
men to work among prospects who are 
already considerably informed and in a 
position to discuss the subjects intelligently. 
By coordinating all selling efforts, the sales- 
men are able to follow the distribution of the 
booklet and take the greatest advantage of 
it by pushing the same appliances that are 
featured in the preceding issue. Such a 
monthly message can be mailed with the 
monthly bills to all consumers and to a list 
of preferred prospects, and can also be placed 
on the tables or in “‘take one” boxes in wait- 
ing rooms, offices and similar places. It 
will be found that the popular interest in 
electricity will be stimulated and the work 
of the salesmen made more simple and 
effective. 


Start A Be-Kind-To-Your-Eyes Campaign 


H. G. McFaddin, of Emeralite fame, has 
given lighting men a valuable hint in his 
slogan “Be kind to your eyes.” 

Hundreds of lights are giving unsatis- 
factory service and losing friends for the 
company because they are either unshaded 
or improperly shaded. In offices, banks 
and homes, too little attention is paid to the 
comfort of the eyes; folk get accustomed to 
improper lighting and frequently continue 
to use it simply because the comfort-value 
of proper light has not been brought to their 
notice. 

The public appreciates any effort which 
may be made to add to the satisfaction of 
electric service—especially when it is not 
tied in with an effort to sell something. \ 
be-kind-to-your-eyes campaign means simply 
calling attention to the unnecessary dis- 
comfort of poor lighting arrangement and 
equipment, and suggesting ways for correct- 
ing the evil. One very good way is the 
employment of Emeralite shades, of course, 
but McFaddin’s hint contains something 
besides a plea for orders: it is a real con- 


structive suggestion for bettering central - 


station service. 


Parker H. Kemble has resigned as Mana- 
ger of the Commercial Department Elec- 
tric, of the Union Gas and Electric Company, 
Cincinnati, Ohio, and will devote some time 
to rest and recreation. 
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THOSE WHO ECONOMIZE 

The situation that the war has brought, in 
its effect upon the open market for current 
consuming appliances, is apt to be distorted 
in a man’s mind by his personal interpreta- 
tion of the word economize. And many 
central station salesmanagers are wonder- 
ing, right now, what the influence will be on 
the Christmas business. Will the general 
feeling that every family should economize 
until the coming business boom sets in, 
stand in the way of a big demand for the 
electric home comforts, as Christmas gifts? 

“Hard times” will bring the central 
station better business this December, than 
ever known before. The number of those 
who buy a utilitarian gift at a cost of a few 
dollars, instead of more expensive presents, 
will be many. People of wealth will buy 
your goods this year and consider it econo- 
my. And the other world of lesser means, 
that always practices economy through a 
reduction in the item of servant hire, will be 
particularly in tune to your suggestion. 

Almost every household device, that the 
central station sells, can be utilized as an 
economy. One by one, consider them and 
you find the opportunities for the salesman. 
It becomes a matter of presenting the 
goods in a manner that will take full ad- 
vantage of the times. What is an extrava- 
gance to one home brings practical advan- 
tage for another. 

There is plenty of work for the central 
station sales department compatible with 
the most rigid policy of retrenchment. Let 
the men go out to all consumers with the 
proper pass-word for the day—‘‘Economize 
by using this.”’ 


THE TWO-LEGGED TRIPOD 

The angle of your vision makes a lot of 
difference in the way things look. Did you 
ever try to lay aside all your traditions, for 
a minute and compare the central station 
with the ordinary manufacturing plant, in 
the matter of executive organization? 

With most of us, it is a mental habit to 
consider the central station business as 
unique. In ordinary manufacturing we 
know, the trick is just a simple process of 
making’ the goods and selling them. If the 
goods are not right for the market, they will 
not sell; and by the same token, if they will 
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not sell there is no use in making them. 
On the other hand, we say, the utility is 
different. Here the function is first to 
produce electricity to supply the natural 
demand, and then to sell as much as possible 
in addition, and thereby even up the load 
curve and reduce the cost of production. 

Generating problems came first in the 
development of the industry, and with the 
old school central-station men still seem to 
stand pre-eminent. Selling is looked upon 
as a new departure, praiseworthy but quite 
a secondary branch of the work. And what 
is the result today, in hundreds of companies 
scattered over the land? The factory fore- 
man stands an obstacle to the commercial 
opportunity. 

In the regular manufacturing business 
the Big Boss is the General Manager. 
Under him we find (1) the Superintendent, 
who runs the factory and produces the 
goods; (2) the Sales Manager, who creates 
the market and sells the goods, and (3) the 
Auditor who keeps the accounts and costs 
and runs the clerical staff. There is the well- 
balanced machine that the science of busi- 
ness has evolved as best for operating a 
manufacturing enterprise. One man creates 
the goods, with his entire mind centered on 
protecting and perfecting the goods; another 
man creates the profitable demand for the 
goods with his entire mind centered on 
protecting the market and serving the 
customer; the other man handles the records 
and finances. These three men form a 
tripod that supports the business. 

Can the central station hope to stand up 
and be strong if it grafts Leg No. 3 on No. 1 
and balances its tripod on two sides? 

Leg No. 1, the station man, the engineer, 
came first in the creation of the industry. 
Leg No. 2, the treasurer and auditor came 
next. On these two legs the business stood 
and grew for years, propped up upon the 
other side by the strong popular demand for 
service, that made the selling man, for years, 
unneeded. Then came the day when the 
market ceased to clamor for the goods, and 
the central station found itself exactly on 
the basis of a manufacturing plant. 

Leg No. 3 was needed to hold the tripod 
up, just as long and strong a leg as the other 
legs—production and administration. But 
tradition interfered and they grafted the new 
support onto Leg No. 1. They made the 
man who sold the goods subordinate to the 
man who made them. They made the work 
of selling secondary to the work of manu- 
facturing, and they loaded the responsibility 
on the factory foreman, already well supplied 
with work. 

And what is the result? 

The salesmanager—the “Contract Agent” 
—digs up a good prospect, a factory load 
that promises a consumption of $200 a 
month. But it is off the line. 
his Boss, whose mind is on his own troubles, 
The 
superintendent says—‘‘Just let that one lie 
a bit, Bill. The G. M. is pushing me to get 


He goes to 


and asks if the extension can be made. 


those new feeders in and I’m up against it. 
Let it rest.” 


So the salesmanager doesn’t 
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go back, and $200 a month is sacrificed be- 
cause the selling is made secondary to the 
manufacturing. 

It is not right to make the salesmen work 


under the factory superintendent. That is, 
in effect, the situation when the “Contract 
Agent” takes his orders from the head of 
the “Electric Department.” 

You can not ask any one man to divide 
his interest and his efforts equally between 
two branches of the work so widely different 
as the making and the selling. It is the 
function of the General Manager to surmount 
the organization tripod and synchronize 
the whole; but the man who manufactures 
and the man who sells should be left 
alone to do their work and take their orders 
from the Chief. 


ADVERTISING HIS FAITH 

There is an advertisement of particular 
significance in this issue of Electrical Mer- 
chandise—the advertisement of the Valen- 
tine Electric Sign Company of Atlantic 
City. 

Tom Valentine is a constructive business 
man. His work, what we know of it, bears 
the stamp of progress, of originality, of 
courageous disregard for precedent and re- 
striction. He has made some strong friends, 
some well-nigh unbreakable business con- 
nections, through these qualities. 

And now he shows us a new strength. 


ok * * 


There is nothing the matter with these 
United States. We have an hundred million 
people to feed, clothe, entertain and serve. 
There has been, and is, a desperate situation 
created by the wars abroad. Nobody denies 
the inconvenience, difficulty and uncertainty 
which have been the inevitable sequence of 
Europe’s tremendous liquidation and the 
shattering of our market for securities. 

Yet the situation is simply an opportun- 
ity to the man whose courage consists of 
something deeper than a mirror to reflect sun- 
shine. 

There has been a necessary stoppage of 
of construction and expansion, and some 
considerable loss of revenue due to factor- 
ies closing or reducing time. But people 
are not living in darkness. The hundred 
million must be fed and clothed and enter- 
tained and served. It is harder to sell our 
products now, but they can be sold,—are 
being sold. 

They are being sold by men like Tom 
Valentine 
and their country 


‘men with faith in themselves 
men with guts. 

The New York Times sums the situation 
aptly :— 

“It is worth mentioning now that pros- 
perity is here for those who know it when 
they see it. Beauty is said to be in the see- 
ing eye. 
mind of the individual who has the brains 


Prosperity also is in the active 


and the initiative to see an opportunity and 
make it his own. There is trouble ahead 
for those who are looking for it. There is 
prosperity ahead also for those who prefer 


me’ 
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Advertising “Scientific Management” 


A Campaign for House Wiring—A Talk Straight to the Housekeeper 
By Gro. H. Sanper 


Coml. Supt., Manchester, (N. 


AST October we conducted 
a housewiring campaign in 
Manchester that featured 
as its main idea, scientific 
management in the home, 
and talked direct to the 
housekeeper. It brought 
very good results in con- 
tracts gained. 
The first step in the campaign was the 
publication of a series of six talks on scien- 
tific management which appeared in our local 


H.) Traction Lt. & Pr. Co. 


newspapers. These advertisements were 
reproduced with this article, and you will 
note that in each of them the factors of time, 
money and labor were considered in sequence 
as applied to electric light, the electric flat- 
iron, the electric vacuum cleaner, the elec- 
tric sewing machine motor and the electric 
washing machine. This was followed by 
regular advertising for housewiring in which 
we played up “free fixtures” as a special 
feature. 

In the first place, the entire campaign 











stores. The French style is used 
by exclusive shops on fine thorough- 
fares, the English style is found in 
cigar, hardware and electrical stores 
—the German style in large stores, 
etc. 


We have just issued a book describ- 
ing and illustrating Westinghouse 
Mazda Displays in five different 
styles. The idea is to give you the 
opportunity of trying the various 
styles in your windows to see which 
is the most effective and this is the 
first time the plan has been used 
in any line of business. 


Baltimore Cincinnati 
vel; 
*Dallas 
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An Absolutely New Idea in Lamp 
Window Display 


There are different styles of window 
displays used by various classes of 


“Guaranteed by the Name”’ 


Westinghouse Lamp Company 


Atlanta Chicago Detroit 


*Westinghouse Lamp Corporation 
Distributers of McCandless Mazda Miniature Lamps 
Member Society for Electrical Development. “Do It Electrically.” 


You, personally, may prefer a cer- 
tain style of display but another kind 
may bring you more business, de- 
pending on what appeals to your 
customers and prospects. 


We believe that this new idea will 
aid you in greatly increasing the 
effectiveness of your window dis- 
plays. It will be well worth your 
while to send for the book and try 
some of the displays. We supply 
material for them such as cut-outs 
cards, posters, etc. 


Send to any of these offices for 
a book. 


New Orleans 
New York 
Phi i 
Pittsbur; 
Portla Syracuse 





St. Louis 
Salt Lake City 


n Francisco 
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was arranged and conducted with the hear! y 
cooperation of our three local contractors 
who naturally appreciated the free publicity 
which it gave them, and profited largely 
from the business which was develope. 
Our work in agreement with the contrac- 
tors was as follows:— 

The contractors were to make their con- 





Mrs. Housekeeper, 
Do you realize that 


Scientific 
Management 


which is today revolutionizing manufacturing methods, 
applies as much right in your home as it does fin the 
factory? 
Its key-note is EFFICIENCY—the obtaining of the 
uickest and best results with the least expenditure of 
TIME, MONEY and LABOR and the omitting of all 








unnecessary motions. 

“Now then,” you ask, “how doves this affect me?” 
Let-ws tell you. 

In this space, there will appear every day this week 
an illustration of scientific management as applied to 
your home, by which we shall endeavor to show you how 
you can lessen the daily drudgery of housework to the 
benefit of your health largely, yes, and your pocketbook 
too. 

Now please don’t say that this is “just talk, just an 
advertisement trying to secure new customers.” 

We make no secret of our “ulterior motive.” We 
are in business just the same as any merchant; it is our 
ambition to progress, to increase our business, to see 
every house in Manchester connected to our lines; but, 
we feel that we can show you that “the electric way is the 
right way” and thaf it will be to your advantage to 


“DO IT ELECTRICALLY” 


Maachester Traction, Light and Power Co. 


46 Hanover Street 











The preliminary ad in the Scientific Management 
series. 


tracts direct with the prospect on what we 
called the “free fixture’ basis. The fix- 
tures supplied to the job (not wired) being 
charged direct to us. Before finally agree- 
ing to any contract, the contractors agreed 
to submit to us the figures regarding the 
cost of each installation. This amount 
varied from $3 for a very simple installation, 
to as high as $15 in a few exceptional cases. 
No contracts were accepted that called for 
line extensions, nor were new houses al- 
lowed in the “free fixture’ offer. The 





Example 1 
Electric Light 


Time It takes merely the twitch of a switch to turn «9 
electri¢ light on or off Can you control any other 
light one-half as easily and quickly 





M On the basis of “fuel” alone electric light usually 

ioney costs slightly more than most of the old time illu- 
minants. Like that of gas or oil engines their 
main cost of operating lies in the “incidentals.” 
When figuring thé cost of lighting vour home have 
you included the cost of tfimming your lamps? 
Have you included the iinpattment to your health 
from breathing the stifling product$ of combus- 
tion, from breathing air robbed of its oxygen? 
Have you included the damage to your wall-paper, 
your ceilings, yes, and your plants’? Have you 
allowed for the fire-risk? 


And as for labor, if an electric lamp burns out you 
simply serew another in its place,—the work of a 
minute; and for turning on or off, just press a 
button—that’s all. Can you do it half as easy any 
other way than when you 


“Do It Electrically ?” 
Manchester Traction, Light and Power Co. 


46 Hanover Street 











The second ad in the Scientific Management serie: 


result was, that every new customer gaine( 
was bound to fill in on the existing line- 

Before beginning thecampaign, we 
worked up a very complete list of prospec'- 
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qualified under this plan, and periodically 
mailed them literature advertising the 
plan and stimulating their desire for elec- 
tric service in their homes. Personal calls 
from salesmen followed up this same list 





Scientific ementin the Household 


Example 2 
The Electric Flatiron 


When using an old-fasbioned flatiron, have you 
ever stopped to count the number of steps you 
took walking from tlie ironing-board to the stove 
and back again and how many times you took 
that walk? And as the iron cooled off you would 
drag it over the clothes many times more than 
would really be necessary if the iron were at its 
proper heat. Ask any public laundry owner why 
he is using electric irons and he will tell you it is be 
Cause his help can do work twice as fast. 
Mone An electric flatiron with the electricity turned on 
y continuously costs about six cents per hour This 
is at the rate of 12c per kilo-watt hour, that is, our 
highest rate. As a matter of fact whenever the 
average residence bill exceeds $2.28 you pay for 
the balance of electricity consumed at the rate of 
six cents per kilo-watt hour, making the cost of 
running your flatiron about 3c per hour 
Furthermore, and especially when doing light 
goods you frequently turn off the electricity be- 
cause tke iron gets too hot. That means a saving 
in electricity, so that the actual cost will probably 
be from two to two and one-half cents per hour 





Time 


Now then,, what does it cost the old way? Do 
you know? Does anybody know? In the winter 
when your kitchen range is going full blast the 
cost of heating your iron will be hard to find. But 
when you turn on the draught Just for the ironing 
or in summer, even start the fire just for the iron- 
ing, can you do it for two cents, three cents, six 
cents, yes, can you do it for 10 cents an hour? 
Most of us are familiar with the old flatiron with 
its hot handle, those tiresome trips changing irons 
and the heat from the kitchen range, all of which 
make ironing a most tiresome and wearing part of 
the weekly routine. With the electric iron you 
can iron on the porch or any place you have an 
electric light socket to attach to, and you don't 
have to carry those six pounds to and from the 
stove for a couple of hours 

We have not said a word about the odorless fea 
ture of the electric flatiron. its cleanliness and 
safety, but on the strength of our efficiency talk 
dont you think it would pay you to 


“Do It Electrically ?’’ 
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Labor 











The third ad in the Scientific Management series. 


and took full advantage of the printed 
matter which had gone before. 

In cooperation with the newspaper adver- 
tisements and the efforts of our outside 
salesmen, we maintained a window dis- 





Scientific Management in the Household 


Example 3 


The Electric 


Vacuum Cleaner 


How long does rt take you to remove all furmiture 

from a 9x12 rug. hang the rug on the clothesline 

clean it, and then put everything back in place’ 

Can you do it in an hour or two hours? 

The Electric Vacuum Cleaner will clean your rug 

thoroughly in half an hour right where it 1s without 

creating much of a disturbance in the room 

M. And what does it cost to cle e 
ioney Assuming that it can be done in an 

cents for your help. and how much doe 

out \our Carpet? 

The Electr Vacuum Cleaner will do it at a cost of 











Time 








10 cents for labor and 1 cent for electricity 
l } It takes a good strong woman or even a man to 
r properly clean a larg 





can do it with an El ¢ 
And there 1s no dust in the room, the cleaner dr 
all the dirt into a bag 
May we not send one of ¢ 
demonstrate how to 
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ur Salesmen and have him 











The fourth ad in the ‘Scientific Management series. 


play in the Company’s office showing the 
various types of fixtures available for selec- 
tion under this “free fixture” plan. Since 
the fixtures as furnished by us did not in- 
clude wiring, sockets, lamps or glassware, 
we were able to furnish quite attractive 


fixtures, at a very low cost. And the fact 
that we furnished fixtures free, proved 
a most attractive bargain bait and won us 





Scientific Management in the Household 





Example 4 
The Electric Sewing 


Machine Motor 


We claim no great saving in time when an electric 
motor drives your sewing-machine as against foot- 
power. 


Money And assurhing that foot-power costs nothing 

(which by the way is not true) the electric sewing- 
machine motor will sew about 30,000 stitches for 
one cent, that is, it will run over three hours for 
one cent’s worth of electricity— 








Time 


But when it comes to labor—ask any woman who 
runs a Sewing-machine by foot-power a half a day 
at a time. ask her if it tires, ask her if it-gives her a 
backache, ask her if she could do better work if 
she didn’t nave to keep treading all the time. 


Labor 


You may think that because you sew “only once in 
a while” that you can stand the occasional fatigue. 
We believe that if you had an electgc motor driv- 
ing your Sewing-machine you would do more sew- 
ing and dressmaking-yourself which means quite a 
saving; in other words we believe that you would 
soon find that it pays to 


“Do It Electrically “ 
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The fifth ad in the Scientific Management series. 


many installations from people who we 
had been unable to interest before. Results 
exceeded our expectation. 

During the month of October while the 
‘ampaign was on, we secured a total of 
220 new customers and in the following 
month, 178 new customers. Since both 








Scientific Management in the Household 
Example 5 


The Electric 
Washing Machine 


The average family washing when done in the old 
way, requires about one-half a day. The électric 
washing machine will wash and wring the clothes 
in about an hour Each tubful requires about fif- 
teen minutes. 








Time 


Money Hired help costs you twenty cents an houf (your 
own time is worthfar more). Even at the twenty- 
cent rate four houss of labor cost you eighty cents. 
The eléctric washing machine will wash and wring 
your clothes for about two cents an hour: that 
means two cents for a family washing 

This is the item that most concerns the woman 
who does he: own work; the woman who knows 
of the back-breaking drudgery and fatigue of 
wash-day, the hard work that wears down the 
Spirit, the ambition,.and marks the face with lines 
of care even before middle age is reached 


Labor 


How different with an electric washing machine. 
You sort out your clothes, put them in the tub— 
the motor furnishes the energy that does the wash- 
ing. And it also drives the wringer, leaving you 
with both hands free to guide the clothes through 
the wringer, avoid the breaking of buttons and im- 
juring of delicate pieces 


In the face of these facts; we ask you is it not to your 
advantage to 
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The sixth ad in the Scientific Management series. 


of these figures are practically in excess of 
the same month in any previous year, we 
are satisfied that the differences can be 
credited to the campaign. 


B. H. Gardner for some time sales mana- 
ger for the United Electric Light and Water 
Company, operating numerous properties 
in Connecticut, has been appointed superin- 
tendent of the South Norwalk district of 
that Company. 


ELECTRICAL MERCHANDISE 





265 














om 








erica? 
eauty 


Electric Iron 


The Best 
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GUARANTEED FORS 
ALL TIME 


American Flectrical Heater Company 
1335 WOODWARD AVE. 
DETROIT MICHIGAN , 
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BENIJIAMI! 
TWO -LIGHT 
PLUG CLUSTER 


E2 | 





For Doubling the 
Capacity of Your 
Sockets Without 
Extra Wiring 


and the work is done. 

You have one light, but want two. Or 
you want to run an extra wire to another 
point for connecting some electrical appli- 


It just screws in 


ance — fan, heater, curling-iron, flatiron, 
chafing dish, etc., and still keep your light 
burning. You need not rewire the place 
to do it. 
Benjamin Plug Cluster Does the Work 
of Two Sockets. 


For sale by all Electrical 
ealers 


BENJAMIN ELECTRIC 
MFG. COMPANY 








120-128 So. Sangamon St. 
CHICAGO 
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New England Section Convention 


The New England Section of the National 
Electric Light Association held its sixth 
annual convention at the New Mathewson 
Hotel, Narragansett Pier, R. I., on Septem- 
ber 2nd to 4th, as reported briefly in our 
last issue. The convention opened most 
pleasantly on the evening of September 
2nd with an informal reception by the 
officers of the section, followed by a smoker 
in the music room of the hotel and a dance 
at the Casino. The entertainment program 
included automobile trips for the ladies, 
golf and tennis, and a polo match on Septem- 
ber 4th and a banquet on Friday evening 

E. C. Kimball’s paper on old house-wiring 
received much interesting discussion, tending 
to prove by various experiences the great in- 
fluence of a definite proposition which may 
be thoroughly understood by the prospective 
customer, giving him the exact cost and 
specifications of the work at the first in- 
terview. 

J. E. Spike, Cambridge, Mass., reported 
that with one salesman devoting his time to 
house-wiring, his Company in five months 
has secured 95 contracts for the wiring of old 
houses, with a total cost of $6,070.00. This 
Company offers a $47.50 proposition cover- 
ing seven outlets from which it retains $5 
for advertising expenses, the rest goes to the 
contractor. For every contract secured by 
a contractor which totals more than $47.50 
the company allows the contractor an extra 
commission of $3.75. This campaign in- 
creased the load from 169.5 kw. to 351 kw. 
in the past year. 

Edward Mandeville, Worcester, Mass., 
reported that his Company has displaced 
2,000 gas arc lamps by a policy of loaning 
fixtures. In Worcester an interesting cam- 
paign for wiring small stores has been in 
operation, affecting largely, the short-lived 
fruit stores, grocery and candy establish- 
ments that are so difficult to keep on circuit. 
Such stores are wired free by contractors, 
who are compensated by the Company, 
through the charge of a rental of 10 cents per 
lamp, per month on a two-year contract. 
If the customer moves in the meantime, 
the installation remains in the store. 
Sketches of such stores, with outlet locations, 
are posted regularly in the Company’s office 
and the lowest bidder gets the job. When 
the contractors figure on the installation 
they receive twenty-four hours to prepare 
their bids, and the successful bidder refers to 
the Company and checks the local con- 
ditions before the work starts. Over 500 old 
houses have been wired in the Worcester 
campaign and have added 7,626—50-watt 
equivalents to the load. 

W. K. Bradbury, Franklin, Mass., re- 
ported the securing of twenty contracts per 
month on house-wiring during the past two 
years. This Company installs a_ service 
plug outlet which can be used as a current 
tap without unscrewing the lamps. 

Mr. Schwabe reported a successful cam- 
paign in which the tenant pays 50 cents per 
month additional rent to the landlord who 
in turn contracts with the Company for the 
wiring installation, paying 10 per cent cash, 
the balance in twelve monthly payments. 

The following officers were elected for the 
ensuing year: 

President, L. D. Gibbs, Boston, Mass.; 
vice-president, W. S. Wyman, Augusta, 
Maine; treasurer, R. W. Rollins, Worcester, 
Mass.; secretary, Miss O. A. Bursiel, Boston, 
Mass.; executive committee, Messrs. C. A. 
Mixer, Maine; R. D. Smith, New Hamp- 
shire; E. P. Powell, Massachusetts; E. A. 
Barrows, Rhode Island, and B. H. Gardner, 
Connecticut. 
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American Goods for 


America’s Prosperity 








Don’t be a quitter just because the Kaiser 
iS Crazy. 


Don’t talk “hard times”on the eve of Ameri- 
ca’s greatest era of prosperity. 


Get out and hustle. 
It Pays. 





I know, because right now we are making 
as many signs as ever. Not the big, spec- 
tacular stuff, but small, distinctive, high- 
profit signs for average merchants. . 


This factory is working overtime because I 
am an optimist. 


I am selling signs because I believe—and I 
make others believe —that this country is on 
the verge of the biggest boom in its history. 


Prosperity is just around the corner. 


I believe in going forward to meet it, in- 
stead of holding back and hiding behind an 


ash-barrel. 


This policy of optimism-plus-hustle is pay- 
ing us, 


It will pay you. 
Try it. 
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We have built close to 45,000 electric signs 
in fifteen years. 


We built the biggest zvd7vidual sign in the 
world. 


We also built some of the smallest. 


We are willing to build anything in the 
form of electric advertising. 


And build it well. 


Right now is your great opportunity for 
selling signs. 





Even two or three new signs in an average 
small city will add 25% to the prosperity- 
appearance of your streets. 


They will be visible, glittering evidence of 
optimism. 


They will make folk say, “Gee! this town 1s 
on the boom!” 


For,— get this straight—nine-tenths of our 
business depression is plain fright. Make 
people forget to be scared and business be- 
comes normal. 





Our business is better than normal because 


I won’t be bluffed. 


This factory is running overtime because | 
am an optimist. 


The policy of optimism-plus-hustle pays me. 


It will pay you. 
Try it today. 


Let us supply sketches, estimates and the co-operation of 
our sign experts. We're interested in anything, big or small. 


Valentine Electric Sign Company 


Atlantic City, New Jersey 


MEMBER OF 
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The Electric Vehicle Convention 


The business program for the fifth annual 
meeting of the Electric Vehicle Association 
of America which will meet on Monday, 
October 19, for a three day convention, 
promises unusual interest. Headquarters 
of the convention will be at the Hotel Belle- 
vue-Stratford. 

Evening Session—October 19 
8:00 P.M. “Electric Vehicle Charging,” By J. F 
Lincoln. 
8:30 P.M. “Special Applications of Electric 
Trucks,” by F. Nelson Carle. 
9:30 P.M. Report of the Moving Picture Film 


Committee. 

9:35 P.M. Moving Picture. 

Morning Session—October 20 

10:00 A.M. “Electric Vehicle Performance,” by 
Robert B. Grove. 

10:45 A.M. “Effects from the Utilization of the 
Kinetio Energy of an Electric Ve- 
hicle, by T. H. Schoepf. 

11.30 A.M. “A Wider Dissemination of Electric 


Vehicle Information.” 


Afternoon Session—October 20 

2:00 P.M. “Calculations of Electric Motor Char- 
acteristics and Prediction of Vehicle 
Performance,” by A. A. Nims. 

3:00 P.M. “Educating the Public in the Field and 
Use of the Electric Vehicle,’ by 
*. C. Henderschott. 

3:45 P.M. “Power Wagon Operation in Centra! 
Station Service,” by W. A. Man- 
waring. 

4:15 P.M. ‘Electric Fire Apparatus,” by (Chief 
George S. Walker (a lecture 

Morning Session—October 21 

10:00 A.M. “The Design and Performance of 
Electric Vehicle Motors,” by H. S. 
Baldwin. 

10:45 A.M. Symposium—‘The Electric Industrial 
Truck,” by manufacturers 

11:45 A.M. “The Cost of Electric Vehicle,” by 
George H. Kelly. 

Afternoon Session—October 21 

2:00 P.M. “European Development of the Elec- 
tric Vehicle Industry,” by P. D 
Wagoner. 

2:30 P.M. “Constant Potential System for 
charging from Motor Generators,” 
by H. P. Dodge. 

3:00 P.M. “The Motor Truck in Traffic Con 
gestion, by Lieut. William D. Mills. 





Making the Cashier Help 


By W. S. Menpennat 
Sales Manager, Grays Harbor Railway & Li ight 
Company, Akerdeen, Washington 


Here is a little scheme which stands ace high 
with us and which we used with fine success 
in August to dispose of a quantity of irons. 

Our cashier asked each consumer as he 
paid his July Light Bills whether or not 
he was using an Electric Iron, the answers 
were noted on the light bill stubs and 
each day our appliance department checked 
the stubs carefully, making a list of the 
names and addresses of those who were not 
using Electric Irons. 

This checking scheme when completed 
showed that 71 % of our residence consumers 
were already using Electric Irons and also 
gave us a reliable list of those who were not. 
We then wrapped up a quantity of Irons 
with letter enclosed offering two weeks’ free 
trial and stating the price should consumer 
wish to keep the Iron. These were sent out 
unsolicited by regular messenger boys to a 
selected list of names. Promptly at the 
end of two weeks we called around and 
secured orders from 77 “ of these people. 

This scheme could be used in carrying on 
a campaign with any other appliance and it 
will be readily seen that much expense can 
be saved by confining advertising and solicit- 
ing to those who it is known are not already 
using the utensil. 
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Bringing Out the Human Interest Factor 


With a Good Illustration From a Recent Electric 
Show in Alliance, Ohio 


N the gradual development 
of the central station selling 
man, through the years, the 
hardest thing for him to 
learn has seemed to be the 
value of playing up the hu- 
man interest factor in every 
message to the people. 

Electricity is abstract in all its characteris- 
tics, and the business of selling this invisible 
merchandise has been obscure jn its ways,with 
the result that from the first, the public has 
looked upon the entire subject as mysterious. 

And yet, in point of fact, electric service 
is strong in human interest at every point. 
It concerns the home, the daily life; it is 
marvelous in its multiplicity of application 
and has been a constant topic of conversa- 
tion with us all for years. And the central 
station man is finally beginning to realize 
that this same human interest feature can 
be made a great, good influence in his work. 

An interesting case is suggested by the 
recent housewiring model displayed by the 
Alliance Gas and Power Company, in the 
first Electrical Show held in that Ohio city. 
This matter of how the house is wired though 
simple to explain and demonstrate, has al- 
ways been a fearsome mystery to the public. 
There has been the popular superstition 
that to wire your house meant the tearing up 
of walls and ceilings. This, every central 
station man has realized, for he has felt the 
handicap continuously; but for years, the 
only active effort that he made to overcome 
the obstacle was argument and word of 
mouth assurance and explanation. 

About three vears ago in a little booklet 
published by a manufacturer of incandes- 
cent lamps, a little diagram was made that 
drew a skeleton picture of a house and 
showed the men at work and how the wires 
were pulled up through the walls. The idea 
took at once and has been copied and en- 
larged upon over and over again by manu- 
facturers and central stations, until it is a 
familiar sight to all of us. And it has done 
more than any other one thing, perhaps, to 
allay the popular fear of the wiremen, and 
show the public that his work is simple and 
not dangerous in any way. It was the 
simple trick of taking what otherwise would 
be a dry and technical explanation and 
making a homely picture of it that called 
up each man’s knowledge of the inner work- 
ings of his own four walls. In other words, 
to make a human interest story of it. 

But look at the Alliance picture and see 
how much further the story may be carried, 
how much more interesting the subject may 
be made. In this case the central station 
built a section of a house about one-fourth 
the usual size, but otherwise in true propor- 
tion. It was built of ordinary lumber right 





Binders for 
Electrical Merchandise 
$1.25 


The Rae Company 
17 Madison Ave., 
New York 











from the lumber yard, the same that goes 
in any house. The joist and beams were 
set up in the regular way, plaster boards 
were used on walls instead of lath and 
plaster. The outside weather boarding was 
properly painted. All the rooms were 
papered, with all trim in place. Then, 
after the job was done, the wiring was in- 
stalled with wires in loom and _ fixtures 
worked out as near as possible in proper 
scale. Automobile lamp sockets and auto- 
matic dash board switch were used, and the 


A quarter size model built like a regular house that 
demonstraied wiring methods at the Alliance, 
Ohio, Electric Show. 


fixtures themselves made up of smaller parts 
of standard fixture material. The job was 
completed without damage in any way to 
the walls or decorations. 

At the Electric Show this model was made 
a prominent feature and created great in- 
terest. . Prominent signs explained the fact 
that the house was built first and then wired, 
and pointed out the principle features of the 
installation. Attendants were on hand to 
take advantage of the interest shown. 

This clever bit of demonstration was 
designed and developed by W. E. Quillin, 
Manager of the New Business Department 
of the Alliance Company, and an interesting 
bit of action was supplied by running in con- 
trast to the regular installation, a separate 
circuit incorrectly installed. The City In- 
spection Department had its testing appa- 
ratus on hand and demonstrated how they 
detected unsafe wiring when their inspection 
was made. The current for the installation 
was furnished through a six volt transformer. 

This housewiring model drew more crowds 


October, 1914, 


at the Alliance Electric Show than any other 
feature of the exhibition, and the reason w}yy 
is worth a thought. A simple model of 4 
section of a house would not seem to he 
particularly exciting. Its details are {.- 
miliar in every way to all of us. But when 
the house was opened up and made the 
setting for the electric installation in such a 
way that all the little details of the process 
were made clear, and the whys and where- 
fores thoroughly explained, it stirred the 
curiosity of everyone. The human interes} 
factor in the wiring of a home was brought 
out sharp and clear. 

It is worth remembering at every stave 
that the normal human being wants to see 
the wheels go round. He wants to know 
the how of everything, and he likes to have 
the answer given through his eyes, not only 
when it comes to housewiring but to the 
other explanations and descriptions of elec- 
tric service. 


New Ideas in Decorative Lighting 


Walter Moulton of Baltimore Designs Interest- 
ing Illumination for Star Spangled Banner 
Centennial 

Francis Scott Key wrote “The Star 
Spangled Banner” one hundred years go, 
and the city of Baltimore, which is the site 
of Fort McHenry, fittingly celebrated the 
centennial with an elaborate patriotic festi- 
val. Among the features of the celebration, 
the decorative lighting contributed by the 
Masons and designed by Walter R. Moulton, 
illuminating engineer of the Consolidated 
Gas, Electric Light and Power Company, 
was most notable. 

This special installation covered only a 
single block, but it cost over $8,000, which 
indicates in a measure its elaborate nature. 
About 200 kw. in carbon, mazda and “Type 
C” lamps were employed. 

The scheme included two entrance arches, 
at either end of the block, a grand arch in the 
centre containing a band stand capped by 
an illuminated dome, and 18 columns, each 
supporting one 1,000-watt and four 750- 


watt “Type C” lamps. Masonic emblems 
and the national colors were used generously 
but with discrimination. The brilliant effect 
may be judged from the fact that sixty-six 
500-watt, eighty-four 750-watt, 18 1,000 
watt and about 1,000 smaller lamps were 
used, not counting those on the face of the 
buildings. 

An effective note was the use of red, white 
and blue tubular lamps hung pendant from 
the arches. These were given an_ opal! 
dip before being colored, and in order tha! 
the intensity might appear more nears 
equal, 50-watt lamps were used for the blu: 
and 25-watt for the red and white. 

In addition to the special Masonic light- 
ing on Charles Street, the celebration com 
mittee erected ten blocks of less elaborat« 
festoons on Baltimore Street, which wa: 


also designed by Mr. Moulton. 
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Last Year we Developed the 
Most Successful Appliance 
Sales Plan Ever Devised for 
Central Stations — 


By this plan such progressive companies as Den- 
ver, Portland, Toledo, Philadelphia, Spokane — 
such powerful syndicates as Utah Power & Light 
Company, United Gas & Electric Corporation, 
Pacific Power & Light Company and Henry L. 
Doherty & Company—sold thousands of appli- 
ances which otherwise might not have been sold. 


This Year We Have a 
New and Even Better Appliance 
and House -Wiring Sales Plan 


By the new plan, not only will thousands of 
appliances be sold, but many hard-to-get house- 
wiring contracts will be secured by the com- 
panies which undertake our campaigns. 


The new plan, like the old, is based upon the 
sale of The Ohio-Simplicity Suction Sweeper 
which we are prepared to prove is the sturdiest 
and best sweeper for central station service. 


The new plan is as good for a small community 
as fora large city. It requires no heavy invest- 
ment nor elaborate organization. It isa simple, 
clean-cut plan that can be adapted to individual 
local conditions—to your local conditions. 


I.et us explain the plan in detail—SOON. Only 
a limited number of campaigns can be under- 
taken this fall. Address 


CENTRAL STATION DEPARTMENT 


The Wise-Harrold Electric Company 
New Philadelphia, Ohio 








SIMPLICITY 
SUCTION 
SWEEPER 


was designed for cen- 
tral station service. It 
is sturdy, efficient and 
fool-proof. Every 
SIMPLICITY in ser- 
vice means about $2.50 
per year to your com- 
pany in off-peak cur- 
rent consumption. 
Every SIMPLICITY 
you sell means $19.00 
gross profit to your 
appliance department. 
And there is no come- 
back. We sold over 
750 of these machines 
to The Denver Gas & 
Electric Light Com- 
pany, and less than ” 
of 1% have required re- 
pair or replacement. 
You want to sell a 
sweeper that will stay 
in service without the 
weekly attendance of 
the trouble-shooter. 
The OHIO-SIMPLI- 
CITY is that kind of 
a machine. Ask our 
customers. 
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A Business Building Anniversary 


With Europe at War, what could be more fitting than the nation-wide cele- 
bration of the invention that has made so world-wide and so peaceful a revo- 
lution in lighting? 

With European business paralyzed, what could be more practica/ than to 
turn this celebration into the biggest business building campaign in the history 
of electric lighting? This is not only possible but probable if you add your 
co-operation to ours. 

Edison Day advertisements in twelve million copies of seventy magazines 


and Sunday newspapers, are announcing this anniversary to the electric light 
users of the whole country. 


For your local use we offer a score of ready-to-use newspaper advertise- 
ments, big colored posters for the bill boards, window display material, muslin 
signs, lantern slides, for the “movie” theatres, posterette stamps, booklets, blot- 
ters, car cards, post cards, potraits of Edison and other material especially 

prepared for this campaign. 


The trade helps are illustrated and the entire 


\ campaign described in the September and October 
October issues of the Edison Business Builder. Every one 
interested in the sale of Edison Mazda lamps should 

be sure to read his copies carefully so as not to 


miss any opportunity for the big business this 
campaign is bound to stir up. 


Edison Lamp Works 


of General Electrical Company 
General Sales Office, Harrison, N. J. 
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